Entered as second-class matter Jan. 6, 1932, at the post 


Radio Writers Guild Long Dominated 
by Pro-Communists, Senate Unit Told 


But Guild Denies Taint 
and Witness Says Senate 
Unit Twisted Statements 


WASHINGTON, Aug. 27—The 
chairman of the Senate’s internal 
security subcommittee today 
chided the members of the Radio 
Writers Guild for permitting “less 
than 100 pro-Communists to take 
over their organization.” 

Sen. Pat McCarran (D., Nev.), 
subcommittee chairman, said Mil- 
lard Lampell and Peter Lyon, both 
influential members of the guild, 
are “hard core” Communists, and 
have open ang published recerds of 
long and varied associations with 
Communist and Communist front 
organizations. 

He said the guild’s 1,200 to 
1,500 members “must share equally 
in responsibility for the subversive 
activities of those few whom they 
permit to use the name and power 
of the organization.” 

Sen. McCarran released hereto- 
fore secret testimony by three 
leaders of the guild’s “anti-Com- 
munist” wing, charging that pro- 
Communists hampered contract 
negotiations with networks and 
advertising agencies, and that pro- 
Communists inside the agencies 
and networks helped pro-Com- 
munist writers and punished anti- 
Communists. Most of the testimony 
is over a year old. 

(Continued on Page 28) 


Out-of-Home Radio 
Listening in July 


Raises Audience 18% 


New York, Aug. 29—Broadcast- 
ers have kept insisting that radio 
is short changing itself by not 
counting listeners wherever they 
are. If they needed extra fuel for 
this argument, they got it this 
week when Pulse Inc. compiled 
totals on out-of-home listening in 
14 top markets in July. 

In these markets, Dr. Sidney 
Roslow, Pulse director, reports 
thar summer out-of-home listen- 
tng added 18% to the radio audi- 
ence. Last year, out-of-home lis- 
tening showed a “17% plus for ad- 
vertisers” in the same markets as 
measured by Pulse. 


® Philadelphia, as it has been for 
the last two years, continued to be 
the pace-setter for attracting the 
away-from-home radio audience. 
The out-of-home “plus” ranged 
from 21.5% in that city to 12.5% 
in Seattle. The percentage increase 
was less in the case of Los An- 
geles and the San Francisco-Oak- 
land area, but these cities were 
tops on the basis of out-of-home 
sets-in-use with an average of 4.3. 

Last winter, the away-from- 
home audience added only 15% 
to the at-home ratings in the mul- 

(Continued on Page 4) 


‘Enjoy Life with High Life’ 


Gemutlichkeit and Fast Base Running 
Account for Rise of Miller's Beer 


By Bruce Bradway 

MILWAUKEE, Aug. 27—Between 
1947 and 1951, Miller Brewing Co. 
boosted its sales volume 311%. 

It completed a $27,000,000 ex- 
pansion program without a cent of 
borrowed capital. 

It increased the number of its 
distributors from 165 to more than 
700. 

It still has trouble supplying its 
distributors with as much beer as 
they can sell. 

And all this has happened dur- 
ing a period when total sales of 
beer nationally have remained 
practically static. 

Miller Brewing Co. does things 
differently. 


@ It has been doing things dif- 
ferently for a long time—since 
1855, in fact, when Frederic Mil- 
ler arrived in Milwaukee with $9,- 
000 in gold. A cultured gentleman 
who spoke seven languages flu- 
ently, Frederic Miller was a master 
brewer and owner of a famous 
German brewery. 

He literally transplanted a long- 
established German brewery to 
what was then the Watertown 


Plank Road on the outskirts of 
Milwaukee. Miller's 
the only 


is probably 


brewery in America 


which was lifted bodily across the 
ocean. 

And the beer itself was different. 
Milwaukeeans said so, and many 
of them came out to Fred Miller’s 
beer garden to convince them- 
selves of this fact at frequent in- 
tervals. 


s At a time when most beers were 
heavy, dark, hoppy and malty, 
Fred Miller concentrated on a 
light, dry, full-bodied brew. He 
made some dark beer, of course, 
but it never became a major item 
in the brewery. He was convinced 
that there was a real future for 
the light, dry beer—a conviction 
that has been amply vindicated 
during the years that followed. 

Then, late in the ‘90s, when 
the vast majority of all beer sold 
was draft beer, Miller Brewing 
Co. put its product in a bottle. 
Today, most breweries bottle from 
50% to 70% of their output, but 
Miller packages 98% of its beer. 

Even the bottle was different. 
Miller was one of the first to 
abandon the dark bottle (it has 
a two-hour presentation which ex- 
plains why) and adopt the clear, 
flint, “select” bottle. 

The bottle (and label) of Miller 

(Continued on Paye 21) 
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LONE STAR DRINK-—In Texas, where every- 


thing's bigger, Glenmore Distilleries Co. 

is marketing the “Texas Fifth,” a half-gal- 

lon bottle of bourbon. Anywhere else, a 

“fifth” is 4/5 of a quart. This ad will 

run in Texas newspapers through D’Arcy 
Advertising Co. 


BBDO Will Help 
Kudner Handle 
GOP Campaign 


New York, Aug. 28—The Re- 


publicans, those perpetual opti- 
mists, now have two agencies to 
help them. 

Kudner Agency, prominently 


identified with the Taft drive be- 
fore the convention, and adviser to 
the Ohio senator during his reelec- 
tion bid, was the first GOP choice. 

Today J. H.S. Ellis, Kudner pres- 
ident, announced that Batten, Bar- 
ton, Durstine & Osborn had been 
named to “collaborate” with Kud- 
ner. BBDO will be “associate 
agency” on the account. Its ap- 
pointment, the announcement said, 
was approved by Arthur Summer- 
field, chairman of the national 
committee. 

(Continued on Page 8) 
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Sales F igures All Add Up the Same: 
the Appliance Business Is Lousy 


NBC.-TV Affiliates 
Press for New Deal; 
Watching AM Rates 


New York, Aug. 29—National 
Broadcasting Co.’s top executives 
this week were getting a real taste 
of what it’s like to be trouble 
shooters on radio and television 
at the same time. 

With a special NBC-TV affiliates 
committee, sparked by Walter 
Damm of WTMJ-TV, Milwaukee, 
in town to press for changes in 
contract terms, television was 
getting priority. However, since 
many of the station men are also 


| AM operators with a keen interest 


in what NBC plans to do to counter 
the CBS 25% 
radio was never very much in the 
background. 


nighttime rate cut, | 


New York, Aug. 27—There’s a 
war in Korea. There's a big rearm- 
ament program in the U. S. There’s 
just been a tremendous steel strike. 
There’s a new fair trade law. The 
indications are all for a record 
consumer income in 1952. 

Still the appliance business is 
lousy. 

Just how lousy it is depends on 
who's doing the talking. 

According to the National Elec- 
trical Manufacturers Assn., domes- 
tic sales billed by 26 manufacturers 
of housewares during the first half 
of 1952 were $39,905,352—that’s 
‘way off from the $67,131,803 billed 
by the same companies during the 
first half of 1951. 

And 1951 was supposed to be a 
tough year, because people were 
resting up from their buying 
splurge after Korea, and inventor- 
ies amassed by frightened dealers 
were being dissolved. 


The telecasters feel that the for- | 


mula used to compensate them by 
the networks is outmoded. They 
want a reduction in the number 
of free hours. The stations carry 
the first 24 hours of the month 
free now and receive 3344 % of the 
gross income from time sales for 
the rest. 


@ TV operators went along with 
this in the early days when the 
black side of the ledger was no- 
where in sight and the networks 
were pouring millions in the new 
medium as their investment in the 
future of video. Now many tele- 
casters want to stabilize network- 
affiliate contracts on a more up- 
to-date basis. 

The affiliates group, of which 
Clair McCollough of the Steinman 
stations is vice-chairman, sub- 
mitted its recommendations to 
NBC president Joseph H. McCon- 
nell and his aides here this week. 

(Continued on Page 57) 


Last Minute News Flashes 


‘Los Angeles News’ Bought by Smith Group 

Los ANGELES, Aug. 29—A syndicate headed by Robert L. Smith will 
take control of the Los Angeles Daily News Monday, with Mr. Smith 
as publisher and president, Charles E. Arnn executive v.p. and W. R. 
Powell general manager. The group—not connected with any other 
newspaper—reportedly paid $2,000,000 for a controlling interest. Man- 
chester Body, who has published the paper since 1926, will retire, al- 


though remaining a director. 


Sinclair Plans Record Campaign for Fall 


New York, Aug. 29—Sinclair Refining Co. will start the biggest | 


campaign in its 36-year history this fali to promote its new anti-rust 
gasoline, using 321 newspapers, radio, TV, outdoor, point of sale and 
business publications. Morey, Humm & Johnstone is the agency. 


Pratt-Low Appoints Dancer-Fitzgerald-McDougall 
San Francisco, Aug. 29—Pratt-Low Preserving Co., Santa Clara 
canner of fruits and vegetables, including a dietetic line of canned 
products, has name Dancer-Fitzgerald-McDougall to handle its adver- 
tising. Richard Jorgensen Advertising, San Jose, is the previous agency. 


Zachary, Barton Join Lennen & Mitchell 

New York, Aug. 29—George J. Zachary, formerly a producer with 
Geyer, Newell & Ganger, and Francis C. Barton, formerly a v.p. with 
Federal Advertising Agency, have joined Lennen & Mitchell. Mr. 
Zachary will be in charge of all AM and TV production under Nicholas 
E. Keeseley. Mr. Barton will be business manager of the AM-TV de- 


partment. 


(Additional News Flashes on Page 57) 


8 The only complete record cur- 
rently available on big-ticket items 
is on refrigerators. They dropped, 
| too. For the first seven months of 
11951, $427,000,000 in manufactur- 
|ers’ billings were reported; in the 
| like period of 1952, $333,000,000. 
| At the moment, as the chart 
|showing the distribution outlets 
| indicates (Page 53), builders are 
the white hope of the appliance 
market. Department stores and 
furniture stores have been losing 
ground fairly steadily, according 
to NEMA figures. 

And there are indications that 

(Continued on Page 53) 
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Standard of Indiana 
Plans Charge Plate 
| Credit Next Year 


| 

Cuicaco, Aug. 29—Standard Oil 
Co. of Indiana will offer customers 
| credit-card charge plates next year 
to make credit sales at service 
| stations more convenient. 
| Under the plan—which is used 
by the Standard Oil Co. of Cali- 
fornia—a small metal plate is at- 
tached to the same type of credit 
card now in use. The plate has the 
customer’s name and credit card 
number. Standard dealers will be 
equipped with imprinting ma- 
| chines which will record the cus- 
jtomer’s name and credit card 
|number, the dealer’s name and 
location, and the date of purchase. 


s Standard said it has tested the 
plates in one sales field since Aug. 
,1, 1951, and found that they “cut 
the time of preparing credit sales 
tickets more than 50%.” 

The plan will go into operation 
in Standard’s 15-state market 
area in the Midwest. A tentative 
ad program—calling for news- 
papers, radio and television—has 
been approved and is expected 
to begin early in 1953. The credit 
ecards will still be good for credit 
purchases from coast to coast. 

Dealers who do not have im- 
printing machines will still be able 
to write a sales ticket from the 
credit card alone. 
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Public, Doctors Liked Smith, Kline’s 
Experiment in Televising Operations 


PuHiILapecpura, Aug. 26—Despite 
squeamishness on the part of some 
TV viewers, Smith, Kline & French 
Laboratories is well satisfied with 
its experiment in medical televi- 


sion. 
Last June, at the annual Ameri- 
can Medical Assn, convention in 


Chicago, the pharmaceutical house 
presented two half-hour telecasts 
featuring, among other things, part 
of an ulcer operation and a dem- 
onstration of how a mechanical 
arm can be attached to the pectoral 
muscle. 

These were beamed in dignified 
fashion to TV homes tuned in on 
NBC-TV and to the thousands of 
medics attending the AMA meet- 
ing. 

Smith, Kline & French is now 
ready with the results of several 
surveys indicating that the major- 
ity of viewers found the programs 
both informative and fascinating. 
The surveys were made by SKF 
and the AMA 


@ The morning after the first pro- 
gram appeared, 143 doctors here 
were telephoned for their reactions 
to the showing. Of the 31 who had 
“witnessed it, only one was critical, | 
th@ rest favorable. | 

Company representatives then | 
interviewed 121 doctors who had 
s6@n at least one of the programs; 
Of these, 116 or 96% considered | 
thém worth while. | 

A third survey was conducted | 
by mailed questionnaires. Replies 
wefe received from 1,373 out of 
8,574 doctors queried; 722 had seen 


or both of the telecasts. Of 
thig group, 94% found the pro- 
1s interesting, 74% thought 


were useful for doctors, 62% 
réperted comments from patients 
ame@98 favored similar programs 
neémt vear during the AMA con- 
vention 


S Although ratings are difficult 
to @ sess for the programs which 
appéared only twice, they compare 
favorably with top talent TV 
shows. American Research Bureau 
and=A. C. Nielsen Co. both re- 
turnéd ratings finding the first 
night’s show with 18.2 and 18.5,/ 
respectively. 
For the second night's session, | 
Nielsen reported a 10.7 rating and| 
ARB 14.8. 
Asked if they felt the programs 
contributed a useful function to 
the public, 104 (81%) said yes, | 
and 15 (5°) said they were not. 
Patients’ comments ranged from | 
“gruesome” to “very instructive.” | 
The two main criticisms were that 
the actual surgery was unpleasant 
to watch and that the medical 
terminology was difficult to un- 
derstand. 
Benjamin Eshleman Co. handles 
the company’s account. 


| 
| 
| 


‘Father's Day’ in ‘52 Tops ‘51 

The Father's Day Council, New! 
York, reports that business volume 
for Father’s, Day this year was 
10.05% greater than in 1951, which 
had been the largest volume on 
record up to now. This figure 
makes the percentage gain of 
Father's Day volume 766% since 
1938, the base year, when volume 
surveys were started by the coun- 
cil. 


Wright Joins Tucker Wayne 

T. P. Wright, formerly with 
Keelor & Stites Co., Cincinnati, 
has been named assistant produc- 
tion manager of Tucker Wayne & 
Co., Atlanta 


Menderson to Rowe & Wyman 


On Sept. 15, Ted Menderson, 
currently a v.p. of W. B. Doner & 
Co., Chicago, will join Rowe & 


Wyman Co., Cincinnati, as a v.p. 


Railroad Admen’‘s 
Convention Will Be 
Held ‘On Wheels’ 


Curcaco, Aug. 26—The Assn. of | 


Railroad Advertising Managers 
will hold a regular “convention on 
wheels” when it meets from Sept. 
5 through Sept. 12. 

The group will start its mid-year 
meeting when it boards a train 
here, and will conduct meetings 
while enroute to Banff, Lake 
Louise, Vancouver and Victoria 
over the Soo Lines and the Canadi- 
an Pacific. Additional sessions will 
be held in the regular manner at 
Banff and Victoria. 

Subjects to be discussed by the 
railroad admen will range from 
case studies of the use of television 
by member railroads to a discus- 
sion of copy slants in public rela- 
tions advertising. 

The association is sponsoring a 
contest for advertisers outside the 
railroad industry, with the two 
main awards going to the adver- 
tisers who have run the best ads 
creating a better understanding on 
the part of the public of the impor- 
tance of the railroads, and encour- 
aging the development of addi- 


| tional rail traffic. A progress re- 


»0rt on the contest will be made at 
the convention by Carlton Sills, 
advertising and publicity man- 
ager of the Denver & Rio Grande. 


i 


Remington Rand and 
Revlon Plan Tie-In 


Magazine Campaign 


New York, Aug. 26—Remington 
Rand Inc. will start a new series 
of magazine ads next month for its 
Electri-conomy typewriter in 
which it will tie in with Revlon 
Products Corp., nail polish manu- 
facturer, 

The theme of the ads, which are 
scheduled in Charm and Glamour, 
will be “Perfection at Your Fin- 
gertips.” The copy appeal is aimed 


; 


Se 

b | 
at typists and stenographers, who 
play an important part in the se-| 
lection of new typewriters for the} 


average small office, Remington 
Rand says. 

A free booklet, “Beauty and the 
Best,” describing the advantages 
of the Electri-conomy typewriter, 
will be offered in the ads. 

Leeford Advertising Agency 
handles the Remington Rand ac- 
count. Revion’s agency is Wm. H. 
Weintraub. 


Summers Joins Ampro Corp. 


James D. Summers, formerly an 
account executive of Chek-Chart 
Corp., Chicago, has been appointed 
advertising manager of Ampro 
Corp., Chicago maker of 16mm 
projectors and tape recorders. 


Advertising Age, September 1, 1952 


PLANNING REPEAT—Executives of McKesson & Robbins who are polishing plans 


for a Christmas promotion like last year’s, 


when they saw sales “more than double” 


with a spread in Puck—The Comic Weekly. Left to right: W. J. Murray Jr., board 

chairman; Hermon C. Nolen, v.p. in charge of drug merchandising; Claude L. 

Smith, retail trade promotion manager; George Van Gorder, president, and Donald 
| C. Berry, advertising manager. 


8-Page Ad in ‘Puck’ and 
Other Comics to Promote 
44 Separate Drug Lines 


New York, Aug. 29—McKesson 
& Robbins, which last Christmas 
“more than doubled” its holiday 
business with an eight-page color 
spread of gift items in Puck—The 
Comic Weekly and 15 independent 
Sunday comics, is setting up a re- 
peat operation 

This year, the company and a 
number of cooperating drug ad- 
vertisers will spend $540,000 on 
space in Puck and 22 independent 
comics. Theme of the promotion 
will again be “This Year Try Your 
Druggist First’—which last Christ- 
mas resulted in “unprecedented 
movement” of Christmas gift mer- 
chandise off the shelves of drug- 
gists. 


8 On Dec. 7, a total of 42 Sunday 
comics sections will each carry 
eight full-color pages pushing the 
following products: 

Gainsborough brushes, Tawn travel kits, 
Waterman pen & pencil set, Mennen skin 
bracer, Sentinel ocks and watches, 
Cutex set and lipstick, Jewelite brushes 


c 


toys 
Chlorodent, Universal appliances, Pal 
razor set, Seaforth toiletries, Aero shave, 


Aero snow flakes, Hassenfeld Bros. toys, 
Gibson lighter, Doughboy toys, Sight 
Savers, Barr Joe College Junior kit, 
Hankscraft bottle warmer and sterilizer 
Eagle playballs, Duratone playing cards, 
Ascot lighters, Bourjois toiletries, Rite- 


point lighters, Swingline stapler, St. Regis 
watches, Cheramy toiletries, Mohawk 
brushes, Sylvania photo flash bulbs, Lucky 
Tiger hair tonic, Princess Eve perfume. 
Alsom Dancing Mileage hosiery, Palm- 
olive toiletries, Colgate bubble bath, Ideal 
toys, Kidmetics toilet Ingersoll watch- 
les, DeVilbiss atomizers, Hazel Bishop lip- 
| stick, Amity wallet Rise shave cream 
land West Bend app ces 
@ About 1,500 salesmen of McKes- 
| son & Robbins and cooperating in- 
| dependent regiona! wholesalers are 
currently giving details of the pro- 
|motion to more than 40,000 retail 
druggists. The lesmen carry a 
i“Santa Claus” presentation. Mc- 


Sa 


and dresser set, Wrisley toiletries, Remple | « 


‘Puck’ to Put Jiggs to Work Again 
in McKesson’s ‘52 Yule Promotion 


'Kesson’s 74 regional salesrooms 
are all featuring displays of the 
gift merchandise and working with 
the local Sunday comics publisher. 
Like last year, the promotion 
will involve Puck comics char- 
acters like Jiggs & Maggie, Popeye, 
Snuffy Smith and Little Iodine. 
These characters will appear in 
animated Christmas window dis- 
| plays. Last year marked the first 
|time that Puck characters were 
used in pushing sales in retail drug 
stores. 
| McKesson expects to distribute 
| 4,000,000 full-color reprints of the 
| advertising to retail druggists (an 
| operation it performed in 1951) “to 
help saturate active selling areas 
immediately following the impact 
of the advertising.” Gift catalogs 
will also be furnished for drug- 
gists’ customers. 


@ This year, the promotion is ex- 
pected to build additional traffic 
in drug stores through the intro- 
| duction of a premium: a set of hol- 
low-ground steak knives. These 
| sets will be obtainable at cooper- 
jating stores for 50¢ each. 
| Puck, which terms the promotion 
a $1,000,000 project,” will take 
pages in a number of advertising 
and drug publications in the fall. 
Last year, McKesson was joined 
by 35 cooperating advertisers who 
spent about $430,000 for space. 
About 7,000,000 reprints of the 
comics eight-page spread were dis- 
tributed. The total promotion was 
estimated as costing about $600,- 
000. (This year’s merchandising 
program is regarded as “even 
more thorough than the first one’’.) 
McKesson was encouraged by 
the success of last year’s project to 
the extent that it spent about $1,- 
000,000 on a “summer vacation 
needs” promotion which ran in the 
May 25 and June 29, 1952, issues 
of Puck. Comics 
newspapers were used. Posters fea- 
turing comics characters appeared 
in about 12,000 drug stores. 


Candy Maker Using 
Stars’ Endorsements 
to Promote Licorice 


PHILADELPHIA, Aug. 27—One of 
the biggest star-endorsement cam- 
paigns in the history of candy ad- 
vertising will be used by the Quak- 
er City Chocolate & Confectionery 
Co. this fall for “Good and 
Plenty” licorice flavor candy. 

A series of newspaper ads in the 
East and Midwest will carry en- 
dorsemeits by Bing Crosby, Betty 
Hutton, Charles Boyer and Vir- 
ginia Mayo. 

Most of the insertions will break 
with releases of motion pictures in 
which these stars appear. 


its 


The basic theme of the drive will 
be, “It’s a treat to go to the movies 

.and this candy makes the treat 
complete.” The campaign, besides 
appealing for “Good and Plenty,” 
is intended to bring more people 
to the movies. Large photos of the 
movie stars will be used in the ad 
series. 

Counter displays in theater lob- 
bies will be used to supplement the 
heavy ad schedule. Adrian Bauer 
| Advertising Agency Inc.. Philadel- 
|phia, is handling the campaign. 
| Alternating with the movie ser- 
lies will be a television campaign 
featuring “Good and Plenty” testi- 
monials by top television names 
}such as Robert Q. Lewis, Burns 
jand Allen, Imogene Coca, Sid 
Caesar and Paul Whiteman. 


sections of 39) 


$5,000,000 Shopping 
Center Planned by 
Food Fair and Lit 


2 


PHILADELPHIA, Aug. 27—In a 
new retail merchandising venture, 
Food Fair Stores Inc., one of the 
nation’s largest food chains, and 
Lit Brothers department store have 
launched a joint $5,000,000 urban 
shopping center in Northeast Phil- 
adelphia. 

The two branch stores, to be 
| located in the heart of a rapidly 
“rowing residential and business 
area, will be constructed side by 
side in a mutual effort to draw 
traffic. 

It will be the 21st branch for 
Food Fair in Greater Philadelphia, 
jand it will mark the first time 
| that a major department store has 
opened a branch in the city limits. 
Construction will start immediate- 
ly. 

The two stores plan to combine 
merchandising and promotion 
when the center is opened in the 
fall of 1953. The new center will 
have parking space for over 1,000 
cars. Both stores will operate as 
complete branches and not as de- 
pendent branches. 


MIDTOWN FOOD STORE 
PLANNED BY BIG BEAR 

Detroit, Aug. 27—Reversing the 
trend toward suburban shopping 
centers, Big Bear Food Markets is 
investing $200,000 in a retail out- 
let in the congested downtown 
shopping area. 

Max Shaye, Big Bear v.p., is pre- 
| dicting that the store will do $4,- 

000,000 a year in business to top 
| the chain’s 25 stores in sales. 

| The downtown Big Bear is de- 
| Signed to meet requirements of of- 
| fice workers and downtown shop- 
;}pers whose primary interest is 
| speed. Hostesses will be on hand 
to speed food purchases, especially 
|for those who buy special cuts of 
|meat or other specialized items. 
| Once his order is given to the 
| hostess, the shopper is free to go 
lanywhere else in the store for 
|other purchases. The hostess will 
deliver the package to him as soon 
'as it’s ready. 

Despite heavy traffic, the store 
will provide parking space for 
2,000 cars on the roof of its build- 
| ing. 

The chain was started in 1938 
with a $50,000 store doing a gross 
| business of $60,000. Now, with 25 
stores, its annual gross is $35,000,- 
000. 


| 
| 
' 
| 


‘Army Times’ Names Page 


James Hutcheson Page, formerly 
international media director for J. 
Walter Thompson Co., has been 
named far eastern business and 
advertising manager of Army 
| Times. He will be located in To- 
kyo, Japan. 


Prudential Appoints Nelson 


Leonard Nelson, formerly as- 
| sociate editor of Esquire’s Apparel 
Arts, has joined Prudential Insur- 
surance Co. in the advertising and 
sales promotion department of the 
western home office in Los Ange- 
les. 


Appoints Wilson, Haight 
Standard Fruit & Steamship Co., 
New Orleans and New York, has 
named the New York office of Wil- 
son, Haight & Welch to handle ad- 
vertising for its freight division. 


Appoints Gordon Gumpertz 


Gordon M. Gumpertz, copy di- 
rector of Ross Sawyer Advertising 
for the past five years, has been 
named to the same position with 
Davis & Co., Los Angeles. 


McGarvey to Gray & Rogers 


Eugene F. McGarvey, formerly 
assistant editor of Factory Manage- 
ment & Maintenance, has joined 
the public relations staff of Gray 
& Rogers, Philadelphia. 


wr pet an, BWP Thar iene gata Broun. eae oe Pe ee ee a eo i tT of ae: 
Ee ee er ee Ny ‘ / ; Ene 7 Ces SAG gene LS: s maahey Vey ier ata oF ge le ms Pie the hs 3 
RS cle ine rae eg 3 : : : : epee a Eee cent Pe a: me eee Le eee" ‘ae nL <i ae A 
Wed hae ae y, eh . he oh : ee ei Lt On giei nk imate = oF gras se Se Saat <3 Sen ene i 
feet” ey Me ign aS eS " a NAS tas oe < gee por BS ST a BI) ie 7 tS oe cee a oY et See ie eS ee Rigi ee ae 
Wee ores ie 
Sr fl ps 
<.* ae 
¥ os as a 
ne al Pola 
aie 2 ee ue 
Seer ee 
ee 2 * co 
, > 
CIeTs £2 cs | 
Heart? 7 © * Tw SOUR DRUGGIST - : ae 
: y 
ie ‘ ’ Lake 
7 —— © F A — ad ~ ae! 
| VV pe Aree,’ % | 
: : t« 7 = Fi i # 
t re e 
he a, — oS 
“bar a MONG . ae) 
" ‘ + _ - { 3s a oe : aos 
ig ‘ : a R y 
\ ¥ Voge MEPL a \ at i ie 
/ ‘: \ t pe | ae a, i aa . 
Se a ee 
4 dy ¢. : 
ee age 
pies be 
ie - 
ae 
c*' i ‘ 
yy ae: 
— eS 
ha. r a 
a Sie 
a a 
5 Na i" er 
me f sh 
as 4 
2% f ee 
ia Po 
la : 
iy 7 rs 
aS ae 
‘ ; a ae 
“ee oe 
wee oF et 
oh Be ees 
=e a 
“ ia 
- eo 
 § es 
am Po ~ 
we . “ 
fon. Bs 
tae | nem 
o Mi BY -~_—-_ aN 
Poe porrectie ae & | se 
ate) o* gous PES | oe 
fe fnanen ve : => “a 
7 gh 4 at ae 
Se - - . . M ie 
wi es au m.' ? 
RR - 
eae lon: a 
ae oi een - »4 5 
¢ MF a e ‘ at 
re a > i ee fp 
cee i re 4 ar 
Afr / 4S % Re 
ers. —__. — i ; 
ity ° S 
faa we ¥: 
aa Ped 
may te pay 
45 ee ~ 
pe ae 
Z ae 
ih = 
+ a hag ne 
eh x 
e aes 
eri eae 
re ee q 
st | 2 
Fi ates 
a ss 
prey : ' oe 
ree z ae 
=f és atmacinceteamnest . oe 0 ee 
Car, Ph ee ee Sete, “kot Bee ie ee ees re dae” i 2 i RAE et J ae ti bate ee a eee oe Bae eee. ee ae ae 


Advertising Age, September 1, 1952 


‘Brands You Know’ Group Plan 
Mails 70,000,000 Coupons Per Year 


SAN FrRANcisco, Aug. 27— 
“Brands You Know,” a group cou- 
pon plan started here early in 1951, 
is now distributing 70,000,000 cou- 
pons yearly in the 11 western 
states, Hawaii and Alaska 

The plan was developed by Jack 
Hecht, president of Hecht-Arms, 
a San Francisco direct advertising 
firm. 

Although the group couponing 
idea, where several manufacturers 
participate in a single mailing, is 
not new, “Brands You Know” does 
lay claim to some exclusive fea- 
tures. 

“We have a truly cooperative 
type of group-couponing program, 
in which costs are divided among 
the participants,” 
Mr. Hecht says. 
“Our program is 
the only one 
where individual 
costs are reduced 
in proportion to 
the number 
of participating 
manufacturers. 
Couponing as of- 
fered in our pro- 
gram is now well 
within the limits 
of almost any advertising budget.” 


Jack Hecht 


s In some cases, manufacturers pay 
as little as $7.50 for every thousand 


coupons printed and mailed. Mr.} 
|graph plates. 


Hecht points out that this is “one- 
fifth of the regular cost and one- 
half the cost of postage alone, were 
a manufacturer to make his own 
mailing.” 

Each mailing is limited to six 
non-competitive participants. If 
only five participate, the cost is 
$8.50 per thousand; if four, the 
cost is $9.50, and if there are three 
or less, the cost goes up to $12 per 
thousand. 

Is low cost the whole story of 


the success of “Brands You 
Know”? No, says Mr. Hecht. 

“The success of a program such 
as ours depends upon two impor- 
tant factors—the power of the pro- 
gram (1) in opening new retail 
distribution and (2) in stimulating 
consumer demand. 


s “Many manufacturers have cred- 
ited ‘Brands You Know’ with en- 
abling them to win distribution in 
important grocery outlets. The in- 
crease in consumer demand is re- 
flected in the percentage of coupon | 
redemption. We have found that 
the higher value of a group of sev-| 
eral coupons, plus the variety 
of products they represent, has 
proved a strong incentive to the 
housewife to redeem the coupons. 
Also, all of our coupons are printed 
in three colors on both sides and 
have excellent eye-appeal.” 

Mr. Hecht further explains his 
whole cost structure as the result 


of a sustained effort to streamline} national 


the operation in every detail. 

“For instance, all ‘Brands You 
Know’ coupons are the same size, 
3x6” single or when folded, in 
order to speed and simplify print- 
ing operations. Envelope address- 
ing, stuffing and handling is done 
by special machines. In a very 
short time our operation will be 
completely mechanized, with our 
entire mailing list on Addresso- 
This will further 
speed addressing and improve the 
appearance of the envelope. Today 
our operation is geared to 350,000 
mailings daily,” he said. 


e “Also, we learned a long time 
ago that mailing to ‘Occupant’ 
rather than to a specific name, re- 
duces the percentage of non-de- 
liveries. These now run only about 
1%. By guaranteeing return post- 
(Continued on Page 54) 


‘Fortune’ Says ‘Ad-iness’ Language 
of Ads Bores and Confuses Readers 


Pepperell Selects 
Only Space Media 
for Fall Campaign 


Boston, Aug. 26—Pepperell Mfg. 
Co. is sticking strictly to space 
media this fall after trying TV this 
summer with Dave Garroway’s 
“Today” (NBC-TV). 

Color bleed pages in Better 
Homes & Gardens, Ladies’ Home 
Journal, McCall's, Seventeen and 
Woman’s Home Companion are be- 
ing used through December for 
Lady Pepperell colored sheets and 
blankets. 

For Pepperell Snug-Fit sheets, 
b&w pages in Good Housekeeping, 
Sunset Magazine, Today’s Woman 
and Woman’s Day are on the sched- 
ule. Nancy Sasser’s buying column 
in the Ladies’ Home Journal will 
also be used. 

Pepperell’s messages to the trade 
will be carried in 13 trade publi- 
cations during the drive. Benton 
& Bowles, New York, handles the 
account. 


Northern California Group 
of Industrial Admen Elects 


John J. O’Rourke, president of 
Alport & O’Rourke, San Francisco 
and Portland, has been reelected 
president of the Northern Califor- 
nia chapter of the National In- 
dustrial Advertisers Assn. 

Other officers elected are Hal 
Marquis, West-Marquis, and Ben 
Levinger, Schlage Lock Co., v.p.s, 
and Byron Helms, ad manager of 
Victor Equipment Co., reelected 
secretary-treasurer. 


New York, Aug. 26—Advertis- 
ing has a language of its own and 
the more it’s used, the less effec- 
tive your ad is likely to be. 

That’s one of the indications in 
Fortune’s September examination 
of “The Language of Advertising,” 
another part of the magazine’s 
series on selling. 

Fortune found, for instance, that 
a “fleating comparative” (more, 
faster, etc., without a referent) 
occurs 21 times in 10,000 words 
of scanned advertising copy. 
“New” turned up 28 times; “easy” 
10 times. 

In studying advertising con- 
structions, the magazine found that 
a group such as hyphens (flavor- 
rich), three dots, stock expres- 
sions, etce., occurred eight times 
per 100 words in consumer mag- 
azine advertising, only 0.9 times 
in the editorial copy of the same 
magazines, and 3.3 times in indus- 
trial advertising. 


@ Fortune says that Gallup-Rob-| 


inson impact ratings show that the 
top ten ads were well below aver- 
age in what the magazine calls 
“ad-iness,” the bottom ten well 
above average. A consistent corre- 
lation was noted between less ad- 
iness and better scores. 

The magazine notes some com- 
mon faults: 

Brag copy: “People don’t believe 
the claims...don’t particularly 
care...” and worst, they frequently 
confuse the point of the ad, and be- 
lieve that the manufacturer is de- 
tracting from his own product. 

Coinages: “Low communication 

(Continued on Page 6) 


SHEAFFER'S SNORKEL—Grant F. Olson, v.p. and director of advertising, and R. H. 

Whidden, general sales manager, inspect the announcement ad for W. A. Sheaffer's 

new Snorkel pen, which will run in 13 magazines and 187 Sunday newspapers in 
October. 


Cincinnati, Aug. 26—The Inter- 
Printing Pressmen and 
Assistants Union of North Amer- 
ica, meeting here at its 35th con- 
vention, was praised for using ar- 
bitration instead of strikes to set- 
tle labor disputes. 

George N. Dale of Cleveland, 
chairman of the labor relations 
committee of the American News- 
paper Publishers Assn., contrasted 
this position with that of the In- 
ternational Typographical Union. 
He told the convention delegates 
that the ITU is now striking 75 
ANPA newspapers and had spent 
$20,000,000 to support these strikes. 

On the other hand, said Mr. 
Dale, the pressmen by using ar- 
bitration “have lost nothing and 
have gained steady employment, 
while enjoying constant good re- 
lations with ANPA and preserv- 
ing an increasing wage rate for 
all union pressmen.” 

Regarding the Unitypo papers 
started by the ITU against strike- 
bound papers, Mr. Dale called 
them “hopeless substitute news- 
papers.” He urged the pressmen 
to continue using arbitration 
clauses in contracts with publish- 
rs. 


e 


® At the ITU convention held here 
last week, delegates voted over- 
whelmingly to continue the Uni- 
typo Inc. program without any 
changes. President Woodruff Ran- 
dolph got his vote of confidence 
when he ruled out of order a reso- 
lution asking for an investigation 
into the Unitypo operations. On a 
roll call appeal from the ruling, 


Pressmen’‘s Union Wins Pat on the Back 
from ANPA’s Dale for Arbitration Record 


Mr. Randolph was upheld 284 to 
53. 

The resolution sponsored by the 
independent party in the union 
called for financial accounting of 
Unitypo operations. Proponents of 
the move claimed that ITU’s entry 
into the publishing field was eat- 
ing up union resources. 

Mr. Randolph ruled the resolu- 
tion out of order on the grounds 
that the audit would violate the 
union’s constitution by nullifying 
the spending powers of the officers. 
A more practical defense of Uni- 
typo came from the committee on 
defense, which issued a report to 
the convention on the newspapers 
operated by the ITU in 11 cities. 


@ The report said that in all 11 
cities “improvements have been 
gained in production, cooperation 
of staff, circulation and advertis- 
ing.” The committee added that 
operation of these papers has ef- 
fectively forestalled strikes and 
lockouts in other places. 

In Meriden, Conn., the report 
noted, “circulation is within 1,000 
of the struck afternoon newspa- 
per.” 

The ITU delegates also heard 
appeals for support of a referen- 
dum which would put into effect 
anew 212% levy on members’ pay. 
The levy is designed to raise $10,- 
000,000 next year for defense ac- 
tivities. Mr. Randolph said the 
money and union solidarity are 


Sheaffer Sets 
$850,000 Drive 
for New Snorkel 


| Fort Maprson, Ia., Aug. 27—The 
Snorkel, a fountain pen which can 
be filled through a lowering device 
| without dipping the pen point in 
| writing fluid, will get the biggest 
| advertising budget in the history 
lof W. A. Sheaffer Pen Co. when 
it is introduced this fall. 

| Called the first practical mess- 
| proof fountain pen, the new prod- 
| uct will be launched with a $625,- 
/000 media campaign between now 
}and Christmas, through Russel M. 
| Seeds Co., Chicago. Total advertis- 
ing and merchandising during this 
| period will be in excess of $850,000. 
For the introductory drive, three 
| half-hour portions of “The Show 
of Shows” TV program (NBC) 
will be used. Dates are Oct, 4, to 
|attract “those planning Christmas 
| buying”; Nov. 1, to appeal to the 
“early Christmas buyer,” and Dec 
13, the peak of the buying season. 


| 

!s Announcement ads will run in 
}13 magazines and 187 Sunday 
|newspapers, spearheaded by a 
four-color spread in Life, Oct. 204 
Most of the other ads will be color 
pages. The complete magazin€é 
schedule includes: : 

American Magazine, Better 
Homes & Gardens, Collier's, Coro# 
net, Ebony, Esquire, Life, Nationa 
Geographic Magazine, Newsweek 
Real Magazine, The Saturday Eve 
ning Post, Time and Thrilling Mase 
azine. 

For the first time in severs 
years, Sheaffer will not use th 
| black, reverse-printed backgroun 
which usually identifies the com 
pany’s four-color ads. Since th 
new pen gets ink much like th 
snorkel on a submarine gets ai 
an ocean background is being sub: 
stituted for the introductory driv 


|@ Retailers are being offered com 
| plete dealer aids, including tele 
vision slides and movie trailers 
| “The record appropriation f 
| the Snorkel is based on our con 
| viction that it’s the most revolu 
| tionary writing instrument sinc 
the invention of the fountain pen, 
| Grant F. Olson, director of adver- 
| tising, said. 

The Snorkel will be available in 
nine models, ranging from $12.50 


needed to fight the publishers, who| to $120, and replaces all other 
he asserted “have millions and can| Sheaffer White Dot pens. This is 
only be hurt through their pocket- | the first new product to come from 


books.” 


Pennsylvania Sets 
Spot Radio Drive 
to Promote Safety 


HARRISBURG, Pa., Aug. 27—The 
Commonwealth of Pennsylvania, 
jin an effort to stem a rising tide of 
itraffic accidents and fatalities, has 
launched an unprecedented spot 
radio safety campaign. 
| The appropriation covers a 39- 
|week period, and time is being 
|placed through Benjamin Eshle- 
|man Co., Philadelphia. 

The business has been contracted 
through the Quaker Network, a 
|statewide hookup serviced by 
WFIL in Philadelphia. Non-Quak- 
er stations also will be included on 
the schedule, which is to be dis- 
tributed among virtually all of the 
115 AM stations in Pennsylvania. 


s Contracts have been signed for 
the first 13-week period. There 
will be three one-minute spots a 
week on 55 stations or a total of 
2,145 announcements. Al! spots 
have been transcribed and nar- 
rated by Lt. Elmer Faber of the 


Pennsylvania State Police. A brief | 


message by Gov. John S. Fine is 
included in each transcription. 
Roger W. Clipp, general mana- 


| ger of the Quaker Network and 


head of the Pennsylvania Assn. of 
Broadcasters, said he regarded the 
time buy as a vote of confidence in 
radio’s impact. 


“To my knowledge this is the | 


first such appropriation ever allo- 
cated by the commonwealth and, 
based on our own experience in 
Philadelphia, I would predict its 
success,” he said. 

This is believed to be the first 


such allocation made by any state. | 


Denver Agency Changes Name 


Waldman-Flesher Associates, 
Denver agency, has changed its 
name to Flesher Advertising. The 
change follows the dissolution, 
several months ago, of the part- 
nership of Bernard R. Flesher and 
Louis D. Waldman. Mr. Waldman 
left to accept a position as mer- 
chandising coordinator of a Phila- 
delphia department store. 


KFX] Applies tor TV Permit 

KFXJ, Grand Junction, Colo., 
has filed application with the FCC 
for permission to operate a TV sta- 
tion on Channel 5. Construction is 
estimated at $126,270. 


Sheaffer's new $3,250,000 plant, 
which opened this week. Built 
‘around the 40-year-old company’s 
{old main plant, the new factory 
|is 30% larger and has room for 
' 20% additional expansion. A pro- 
| cession of reporters, business and 
| civic leaders and others visited the 
plant this week to help celebrate 
its opening. 

| Tying in with the occasion, the 
| Fort Madison Evening Democrat 
jturned out a 102-page “progress 
| edition” on Aug. 25, the largest is- 
sue in its 84-year history. 


GE Salesmen to Get Air Trips 


General Electric Co., Bridgeport, 
is offering its distributor salesmen 
an eight-mile air trip bonus for 
| each automatic electric heating 

blanket they sell during its current 

“step-ahead” blanket sales cam- 
paign. If all sales quctas estab- 
lished for the campaign are 
reached, prizes will approximate 
2,000,000 miles of air travel—equal 
to 80 trips around the world—ac- 
cording to a GE spokesman. 


Eastman Joins Umland & Co. 

Carl J. Eastman, formerly as- 
sistant to the president of Leslie 
Salt Co., has joined Umland & Co., 
San Francisco agency, as one of its 
principals. The agency’s name has 
been changed to Umland-Eastman- 
Becker. 
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Out-of-Home Radio 
Listening in July 


Raises Audience 18% 


(Continued from Page 1) 
ti-city compilations. Dr. Roslow 
attributed the July gain to in- 
creased listening out of doors and 
in automobiles during the summer- 
time 


% Added 
Families Families by 
Using Listening Out-of- 


Radio Out-of Home 
at Home* Home Listening 
Philadelphia 17.2 3.7 21.5% 
Los Angetes 219 4. 19.6 
San Francisco- 

Oakland 22.3 43 19.3 
Boston 21.6 4) 19.0 
Baltimore 17.4 3.2 18.4 
**Hartford 20.1 35 17.4 
Washington 211 3.6 17.1 
Cincinnati 19.2 3.1 16.1 
Chicago 20.9 3.2 15.3 
Minneapolis-St. Paul 22.1 3.3 “49 
Detroit 20.5 3.0 146 
Buffalo 20.2 2.9 44 
Birmingham 24.5 3.3 13.5 
Seattle 25.1 31 12.4 


“These figures cover 6 a.m. te 12 midnight, Sun- 
day-through-Saturday, expressed as a per cent of all 
homes surveyed 

"Checked in June. All other cities in July 
NOTE—Some families may show up in both col 


umns, but Pulse tests indicate that such duplication 
is usually slight. At any rate, the duplication, if 
any. is in terms of families, not listenirg 


GE to Tie In with Pillsbury 
on National Baking Contest 

General Electric Co. will join 
with Pillsbury Mills Inc. in spon- 
soring and promoting for the 
fourth straight year the Pillsbury 
Grand National baking and recipe 
contest. One hundred homemakers 
will be chosen on the basis of sub- 
mitted recipes to participate in the 
bake-off on GE ranges at the Wal- 
dorf-Astoria Hotel in New York 
on Dec. 8. Contestant must secure 
an entry blank from a GE major 
appliance retailer and have it 
signed by him. Deadline for en- 
tries is Oct. 15 

In addition to contributing $45,- 
000 in appliances to the contest 
prizes, which total $129,000, GE 
will run full-page b&w ad in the 
Sept. 21 This Week Magazine and 
will give dealers a program of 
store displays, giveaways and pro- 
motional material. Young & Rubi- 
cam, New York, handles advertis- 
ing for GE appliances. 


Monark to Ivan Hill Inc. 
Monark Silver King Inc., Chi- 


cago maker of bicycles and power 


lawn mowers, has named Ivan Hill 
Inc., Chicago, to handle its adver- 
tising and promotion. E. H. Brown 
Advertising, Chicago, previously 
had the account. 


Chirurg Gets Garcelon 
Garcelon Stamp Co., Calais, Me., 
which conducts a mail order busi- 
ness in collectors’ stamps, has 
named James Thomas Chirurg Co., 
Boston, to handle its advertising. 


Appoints Eschen & Roe 
Keystone Broadcasting System, 
which has 609 radio affiliates, has 
named Eschen & Roe, Los Angeles 
and San Francisco, to be its sales 


Advertising Age, September 1, 1952 


Sen. McCarran’s internal security committee has released a report 
charging Red domination of Radio Writers Guild. Witnesses before 
committee say program content influenced by Communist writers 


although a key witness says he was misquoted .... 


Appliance sales are lousy and AA 
lot to keep alive the old popular saying, “Only a sucker buys an 
appliance at the list price” 

Only a little over a year old, “Brands You Know” now mails out 70,- 
000,000 coupons a year and helps manufacturers to establish new 


distribution outlets through a low-cost co-op plan 


W. A. Sheaffer will spend $850,000 


finds that dealers are still doing a 


walk win xed Page 3 
to introduce the Snorkel, a fountain 


pen that can be filled without dipping the point in ink...... Page 3 
Angry letter writers tear into the Creative Man, attacking his comments 
on leather advertising and AA gets into the act, too, with an edi- 


torial .. 


arta aod shckrat-wakin ae ak ee Pages 12, 58 


representative on the West Coast.| Fact Finders Associates has come out with a new study showing some 
| differences in buying habits between Negroes and whites .. .Page 36 
| Another marketing report from Prof. George H. Brown indicates that 


Congoleum Appoints Lorick 

Congoleum-Nairn Inc., Kearny, 
N. J., has appointed John T. Lorick 
Jr. sales promotion manager. Mr. 
Lorick was formerly with the 
Fleischmann division of Standard 
Brands. 


Pail, 


“Supposing you do have to catch up with orders from your campaign 
in the Des Moines Sunday Register. This is our anniversary !” 


Any way you look at it, Pop is celebrating! And the day your 
campaign starts in the Des Moines Sunday Register, will be 


a day to remember, too. 


Response? Why you just can’t miss with lowa’s city folks 


outspending great big Phi 
Francisco and its farm folk 
state in the Union. 


ladelphia, Boston or San 
income topping every other 


No doubt about reaching ‘em with Des Moines Sunday 
Register family coverage an astounding 50% to 100% satu- 


ration in 83 of lowa's 99 counties, 40% to 49% in 9 more 


and better than 21% in all other counties. 

You get a// of the golden state of lowa (2 out of every 3 
urban and rural families) with just ove great medium .. . 
the Des Moines Sunday Register. Milline rate, only $1.84. 


Represented by: 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1952 
Daily, 376,658—Sunday, 543,674 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—ios Angeles and San Francisco 


| brand loyalty is rare among cereal buyers 


REGULAR 
| Advertising Market Place ... .38 
| Coming Conventions ........ 35 
Creative Man’s Corner ....... 50 
Department Store Sales ..... .34 
PO osc ecednd padncaes 12 
Eye and Ear Department ... .50 
| Getting Personal ............. 16 
38 


| Information for Advertisers . . 


aE ee TOCE ET. Page 44 
Mail Order Clinic ............ 48 
Obituaries .......... .32, 57 
Photographic Review ........ 41 
ES eee ea 12 


Salesense in Advertising 
This Week in Washington ... .55 
Voice of the Advertiser 
What They're Saying 


Morey. Humm Boosts Angelos 

Lewis R. Angelos, head of client 
| publications, has been promoted to 
the account executive staff of 
|Morey, Humm & Johnstone, New 
York. John Howard of the agency’s 
copy department has taken over 
the client publications post. Nor- 
val Welch, formerly with Grey Ad- 
vertising, has joined the agency 
| aS a copywriter on publications and 
| sales promotion. 


FCC Okays the Sale of KOA 
to Bob Hope, Associates 

The Federal Communications 
Commission has approved the sale 
of Stations KOA and KOA-FM, 
Denver, by the National Broadcast- 


ing Co. 
The purchasing syndicate— 
which includes Bob Hope—paid 


$2,250,000 for the properties, and 
already has filed an application for 
a TV station in Denver. 


“This is the size we ship to the 
Growing Greensboro Market!" 


IF YOU'RE LOOKING for electrifying sales performance in 
a high-voltage market having 1/6 of the state’s $4-billion buy- 
ing power—then you want the Growing Greensboro Market in 
North Carolina—the South’s No. 1 state! 

Here are 12 live-wire ABC counties having 1/6 of North Car- 
olina’s 4-million people who account for 1/5 of the state’s total 


retail sales of nearly $3-billion! . 
daily circulation of the GREENS- 


major market is the 100,000 
BORO NEWS & RECORD 


. . Sparking the sales in this 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


Figures from Sales Management 


GREENSBORO, NORTH CAR 


OLINA 


Represented Nationally by Jann & Kelley, Inc. 
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32nd in a series 
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Herald Tribune 
“media’ lin 


a, 


Important fact: The Herald Tribune gain is first class evidence 
that the way to reach advertisers and agency men effectively is in the 
Herald Tribune Quality Market—with more of the men who can influence time 
and space buying...the men who mean business to all media! Get details on 


the Herald Tribune Market—to sell more, more effectively and economically! 


' New York Leaders Are 


Herald Tribune 


Readers 


2K FIRST HALF OF 1952—Total Herald Tribune “Media” Linage: 441,960 
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Gateway Seed Names Agency 
Gateway Seed Co., Fargo, N. D., 
has named O’Lavin, Flint & Asso- 
ciates, Fargo, to handle its adver- 
tising. Initial schedule will be in 
farm papers in the Dakotas, Min- 
nesota, Iowa, Wisconsin, Illinois, 
Indiana, Ohio and Michigan. 


Appoints Foltz-Wessinger 
Colonial Products Co., Dalas- 
town, Pa., maker of kitchen cabinet 


units, has appointed Foltz-Wes- 
singer, Lancaster, Pa., to handle 
advertising and promotion 


Names Oppenheim & Van Slyck 


Chemical Affiliates, San Carlos, 
Cal., has named Oppenheim & Van 
Slyck, San Francisco, to handle 
advertising for its new soil condi- 
tioner. A test campaign will be 
launched in Bay Area newspapers 
during September. 


LIBEL 
SLANDER 
HAZARD 


ADVERTISERS © AGENCIES © CLIENTS 

are all exposed daily to claims for LIBEL 

SLANDER, Invasion of Privacy, Viola 
tion of copyright 

INSURE THIS HAZARD! 

Our unique policy is adequate and 

amazingly mexpensive 

proves — it's smart to be protected 


WRITE FOR DETAIL 


AND RATES 
EMPLOYERS 
REINSURANCE 


CORPORATION 


Insurance Exchange 
Mo 


Experience 


Wansas City 


Set Lithographic Exhibit 


The third annual lithographic 
awards competition and exhibit 
for lithographed material and ad- 
vertising matter produced in 1952 
will be held in April in New York, 
according to the awards compe- 
tition committee of the Lithog- 
raphers National Assn. About 40 
different classifications of mate- 
rial will be judged. Entries can be 
made by either the buyer or any 
person or organization connected 
with the design of the piece, or 
by the producer. 


Promotes George Rumsey 
George E. Rumsey, who joined 
the agency in January, has been 
promoted to head of the layout 
department of Kerker-Peterson & 
Associates, Minneapolis. 


‘Fortune’ Says ‘Ad-iness' Language 
of Ads Bores and Confuses Readers 


(Continued from Page 3) frequency has become so great 
power...so meaningless they tend that it has lost its original im- 
to keep the reader from knowing pact...” 
what the advertiser is talking Layout stereotypes: “Devices 
about. . .” which stamp an ad as an ad...all 

Trick headlines: “The reader is tend to repel rather than com- 
likely to think he’s been hood- ™and readership...” 
winked if he had no basic interest 
in the product, quickly with- 8 The image of an American peo- 
draws.” |ple in emotional thrall to a high- 
Overused words: “There is|geared set of manipulators is cock~ 
strong collateral evidence that a| eyed, Fortune insists. “It is not the 
great many of the most common consumer who is in thrall; it is 
words communicate little...the| the manipulators—and to a great 
| anonymous dope, the mathematical 


DES MOINES RADIO 


Latest Hoopers show it again (or look at any for the past 5 years). KRNT (CBS Radio) delivers the BIG audience 
day and night in Des Moines. Morning—KRNT, 42.9% (that’s 101.4% greater than No. 2 station). After- 
noon—KRNT, 45.5% (that's 96.9% greater than No. 2 station). Evening — KRNT, 33.8% (that’s 39.7% 
greater than No. 2 station). Proof again—KRNT is the BIG-time buy. You're right when you buy that very 
highly Hooperated, sales results premeditated, CBS affiliated, station in Des Moines. Katz represents the 


Register and Tribune station. 


junit of the Mass Audience, who 
|doesn’t exist at all except in sta- 
tistics.” 

| The American consumer, the 
|magazine feels, has become in his 
way “a connoisseur of advertis- 
ing...he is in on the game. The 
| language of advertising is no long- 
/er manipulating him. It’s not de- 
ceiving him. It’s not even making 
him mad, It’s just boring hell out 
lof him.” 

| 

|\@ Fortune also let the practitioners 
|of advertising have their say, and 
j}most of the squeaks are fairly 
| familiar—the client wants his ads 
\like the competitors’, he shows 
| things to his wife, he isn’t available 
|for face-to-face talks with the ad- 
|men. 
| And, naturally, the agencies 
|practice “groupthink,” so that each 
jad is an assemblage of ideas, of 
| varying worth, but aimed at group 
harmony; this leads, too, to writing 
lads which try to anticipate reaction 
| within the agency. 

All seemed to be sure that they 
could do better, were it not for 
plans boards, higher echelons, and 
copy research. 

Fortune thinks, apparently, that 
the first copywriter to rediscover 
plain English will be a sensation. 


Olson Appoints Ross Co. 


J. B. E. Olson Corp., New York 
manufacturer of Kurb-Side alumi- 
num truck bodies designed by 
Grumman Aijircraft, has named 
Philip I. Ross Co., New York, to 
handle its advertising. The account 
was last with Walter J. Gallagher 
| Advertising, New York. 


| Hottman-Manning Opens 


Hoffman-Manning, a new agen- 
|ev, has opened at 20 E. 35th St., 
|New York. Edward N. Hoffman is 
| president; Lois Manning, v.p., and 
| Stephen R. Mills, art director. 


Toledo Advertising Moves 
Toledo Advertising, Toledo, will 
move to the Gardner Bldg. Sept. 1. 


8x id! 
GENUINE 
GLOSSY 
PHOTOS 


te Quautitics 
SELL BETT 


Reproduction "4 
where required. .. 
additional (oaen subse 


PHOTOMATIC CO. 


53-59 E. IMinois St., Chicago 11, Illinois 
* Phone: WH itehall 4-2930 
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Ever since the days when the early Stone Age 
dwellers ventured forth from their caves, men 
have been inventing reasons for avoiding action. 
Yet the lessons of history have taught us that a 
week later, a month later, or even years later 
there will always be just as many seemingly valid 
excuses for delay. 


Sometimes failure to act is unimportant... or 
procrastination simply delays progress for a 
while. But there are occasions when a “wait 
and see” attitude can cause us to miss the 
boat entirely. 


This is one of those times. 


America has entered a decade of opportunity. 
Economic forces are at work which (regardless 


"Let's wait till we see how 
the election turns out." 


of political developments) are bound to produce 
a greatly expanded economy. By 1960, there wil 
be 18,000,000 more people to house and cloth 
and feed. There will be 5,100,000 more familie: 
demanding automobiles, refrigerators, television 
sets and the countless other products of indus 
try. To serve these millions, thousands of new 
plants will be built, filled with new equipment 
and consuming vast amounts of materials 
and supplies. 


The 1950°s are a decade of opportunity ... the 
markets of 1960 will be tremendous. But this is 
a moving. growing opportunity. It calls for 
action today. Vhe companies which are planning 
now... and advertising now... will be strides 
ahead of competition in the years ahead. 


™= PENTON Suen9 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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fm Is Jones Losing 
fe =Rybutal Account? 
me = -No Comment 


= New York, Aug. 28—Madison 
a> Ave. rumor mills this week were 
grinding out the word: Duane 
Jones Co. is losing the Vitamin 
Corp. of America account, repre- 
senting perhaps $2,000,000 of the 


a 6 Just a Dr. in Front oF 
- A NAME IS NOT ENOUGH 


There are many oft 
ttere *peciali 


JAY BP, | yours the rig 


: : ALM *occeccccecoccoocceses 


hem-also many type- 
ete and “‘would-bes”’ 


i advertising typographer 
- i118 EAST MUBBARD ST., CHICAGO 11,1LL. 


agency's reputed $2,500,000 billing. 

Efforts to get confirmation or 
denial were somewhat stymied by 
the fact that Mr. Jones recently 
left New York on a vacation to the 
West Coast 

One spokesman said: “Jones is 
not losing VCA.” Asked if the 
proper word might be resigning. 
not losing, the account, he said: 
“No comment.” 

Another spokesman for the agen- 
cy was asked: “Have you resigned 
VCA?” The answer again was “no 
comment.” “Have you let some 
people go?” “No comment.” Later 
it developed that the agency has 
been letting some people go “be- 
cause we can't keep all those peo- 
ple with the billings we have.” 


@ Meanwhile, VCA announced “the 
most intensive radio, television, 
newspaper and magazine advertis- 
ing ever launched for Rybutal”— 
about $1,000,000 concentrated into 


the month of October. 

Inquiries seemed to make it clear 
that the Jones Co. initiated and de- 
veloped this campaign and has 
placed the copy. It also seemed 
clear that the Jones Co.’s contract 
with VCA runs out on Nov. 1, and 
indications are it will not be on 
the account thereafter. 


® Rybutal’s push will include a 
page in the Oct. 3 Life and a series 
in The American Weekly, New 
York Times Magazine and This 
Week. TV coverage will feature 
“The Goldbergs” (NBC) and on 
radio, Gabriel Heatter will be 
heard on the Mutual radio net- 
work five days a week. A series of 
newspaper ads will promote Rybu- 
tal locally through drug stores. 

A number of phone calls to Mor- 
ton Edell, president of the VCA, 
located in Newark, were answered 
only with: “Sorry, he’s in confer- 
ence.” 


Brown-Forman Appoints Two 

Mack R. Mathews Jr. and Rob- 
ert E. Panther have been named 
assistant advertising managers of 
Brown-Forman Distillers Corp., 
Louisville. Mr. Mathews will as- 
sume supervision of all advertising 
production. Mr. Panther will con- 
tinue in charge of all merchandis- 
ing activities. Mr. Mathews re- 
turns to the distiller after a 17- 
month tour of duty with the Navy 
public information office in New 
York. He had been merchandising 
manager of the company’s eastern 
sales region. 


‘B-P News’ Changes Size 

Beginning with the January, 
1953 issue, Butane-Propane News, 
published by Jenkins Publications 
Inc., Los Angeles, will switch from 
the pocket-size it has used for 13 
years to a 7x10” size. Along with 
the size change will go other 
changes in type style and a greater 
use of pictures. No change in page 
rates is anticipated. 


Am 


Wrapped-Up Job 
Stopping Chair 


Living America 


Family Affair 


0 As befits the product, Bond Bread’s Hopalong Cassidy 


a 

' promotion is a real ““wrapped-up” job, Unusual features in- 
j clude personal visits of Hoppy’s ranch foreman to grocery 
} stores, and the Hopalong Cassidy hang up album in which 


children can mount the 


colorful Bond Bread end labels. 


Hoppy also busies himself for General Baking Company in 


hewspapers and display s, 


and on radio and television. 


[3] The nation’s “largest and most interesting family pro- 


gram,” the Du Pont Company's Cavalcade of America last 


month began its [8th vear on radio. (Tuesdays, NBC). Start- 
ing in October, following two vears of work in Hollywood, 
Cavalcade will also appear every other week on television. 
The scene above is from the television production of The 
{rrow and the Bow, a story of Andrew Johnson. 


2) “Best furniture ad ever run.” 


said one big department 


store when they saw this BBDO Buffalo-prepared page with 
its dramatic double exposure of the BareaLounger chair. 
The ad had a lot of appeal for readers of Life magazine, too. 
It stopped twice as many readers as the average advertise- 
ment in the issue. held them about three times as long. 
Coupon returns were excellent. So were sales. 


4) The family Is as Important to food outlets as it is to 
the Post, America’s greatest family magazine. This month. 
for the third time. the Post translates this mutual interest 


into action with 


“Family Shopping Week.” 


Dev ised by 


Post and BBDO merchandising men, previous promotions 
have met with enormous success. Food stores expect to 
back the newest one with 500,000 lines of loeal ads. 


BATTEN, 


NEW YORE * BOSTON + 


BARTON, DURSTINE 


BUFFALO 6+ 6<CHICAGO 6+ «€6<CLEVELAND + 


& OSBORN. 


PrrrssuRcH + 
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MINNEAPOLIS * SAN FRANCISCO + 


BOLLTWOOD + LOS ANGELES 
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Advertising Age, September 1, 1952 


BBDO Will Help 
Kudner Handle 
GOP Campaign 


(Continued from Page 1) 

BBDO handled two previous 
Republican drives. Its president, 
Ben Duffy, is a close friend of New 
York’s Governor Thomas E. Dew- 
ey, who looms large on the Eisen- 
hower strategy board. And, as AA 
noted earlier, it has the distinction 
of having an ex-Republican con- 
gressman in its top brass in the 
person of Bruce Barton. 

There was still no mention of 
Young & Rubicam, the agency 
which perhaps was most closely 
identified with the pre-convention 
Eisenhower movement. 

The reason for a second agency 
| was generally ascribed to the load 
;and rush of the job, plus BBDO’s 
j experience. lt is understood that 
| billings will be divided between 
the agencies. Some BBDO men 
may move temporarily into the 
Kudner GOP office at 270 Park. 


| Meantime, the two agencies have 
|named their account executives 
for GOP—Richard Farricker, who 
previously handled the U. S. To- 
bacco account for Kudner, and 
Jock Elliott, BBDO v.p. 

The staffing of the Republican 
advertising machine proceeded 
rapidly. In Washington, the GOP 
said that between $1,800,000 and 
$2,000,000 will go into TV and ra- 
dio. At least 15 simulcasts will be 
used, the first of which will be 
Gen. Eisenhower's address in Phil- 
adelphia Sept. 4 to the Young Re- 
publican Federation. For this kick- 
off, an NBC network of 165 radio 
and 65 TV stations has been lined 
up, plus a number of other sta- 
tions where local GOP organiza- 
tions will pick up the tab. 


s New additions to the Kudner 
staff for the GOP drive: 

Mann Holiner, onetime v.p. of 
Lennen & Mitchell, and Paul 
Manning, former producer-writer 
for the Edwin C. Hill radio show, 
were named as radio and TV di- 
rectors of the GOP national com- 
mittee account in New York. 

Bruce L. Allen, formerly an 
ABC-TV director and who handled 
Rudolph Halley’s campaign in New 
York, has joined the Kudner staff 
as an AM-TV director. 

L. Rohe Walter, formerly direc- 
tor of advertising and public re- 
lations for Flintkote Co. and one- 
time v.p. of Erwin, Wasey & Co. 
on the West Coast, has joined Kud- 
ner’s Washington office as a copy- 
writer. 

Also named to the New York 
Kudner office was Dewitt Copp, 
a radio writer who has worked on 
“The Clock” and “The Telephone 
Hour.” Wendell S. Gibbs, formerly 
a producer-consultant for Richard 
de Rochemont, NBC and Life, has 


been assigned to the agency's 
Washington office. 
WOQAM Boosts Power 20° 


A new $50,000 tower has raised 
the transmission power of WQAM, 
Miami, by 20%, according to Owen 
Uridge, station manager. 


. » « you are 
looking for 


NATIONAL 
DISTRIBUTION! 


if you are @ manufacturer, distributor, or ad 
agency man .. . it will pay you to get all 
the facts about quick, low cost national 
tribution produced by the direct-to-consumer 
sales > 

The services of our experienced merchandising 
staff are available at no cost or obligation to 
you . . . for initial planning, product and 
market analysis, copy assistance and f 
through. Learn about this old and proven p! 
that can start thousands of sales-wise men 
women working for you in 48 states... at 
their own expense. Write now to 


OPPORTUNITY MAGAZINE 
Dept. Al34, 28 E. Jackson Bivd., Chicago 4, Hl. 
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Country Gentleman Now Brings Another Great Service 
To Its Millions of Readers Throughout Rural America 


Regional News 


: oy Reports of local developments and their future significance — interpreted 
3 against their vital national background—for farmers in each of four regions... 


Rei Gentleman for September 
now carries into America’s better farm 
homes this new national magazine 
service to farmers. 


These regional news pages do more 
than report current developments of 
greatest local interest. 


They analyze the news -— interpret 
it against background of national 
trends—point out probable future 
significance. Example: 


Opening of Mexican border September 
1 may bring swarm of cheap cattle into 
1? Southwest. Cattle likely to bunch at 
* markets. Feeder buying slow. But plenty 
of feed and strong consumer meat-buy- 
ing power. Best bet for Western ranch- 


- ers: stand pat on normal program. 


Here is ‘‘bankbook"’ news a farmer 
ie can use in planning ahead -—local 
3 news weighed in the vital perspec- 
tive that national editing provides. 
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Another Product of the Largest 
"Grass Roots’’ Farm News System 


Country Gentleman has long had an 
established corps of 
1. 400 specially trained farm reporters 
(located on map) 
2. 100 expert farm photographers 
3. Roving correspondents checking trends 


Now Country Gentleman has added 
4. New staff of regional field editors, both 
men and women 
5. Exclusive nationwide farm news report- 
and-query service by United Press. 
These resources help make possible 
Country Gentleman’s unmatched record 
in publishing the significant stories of 
agriculture. And Country Gentleman’s 
new section, “Country Living,” is a truly 
unique program of help and guidance 
for better farm living. 


Gountry Gentleman 


THE FAMILY MAGAZINE FOR BETTER FARMING... BETTER LIVING 


“Country Living’ and regional news 
pages are just two of many new features 
already a part of Country Gentleman's 
editorial program . . . and more are on 
the way. 


As a result, Country Gentleman’s influ- 
ence grows steadily wider and deeper... 


Reader traffic is increasing cover to cov- 
er by every member of the family . . . 


Circulation is well above the 2,300,000 
rate base with further substantial in- 
creases anticipated. 


Advertisers recognize Country Gentle- 
man’s influence by making the farm 
family’s own national magazine a lead- 
er among all magazines in advertising 
volume. 
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—Electrical Merchandising 


More Light, and a Little Less Heat 


In the Voice of the Advertiser department in this week’s issue, 
The Creative Man gets one of the worst goings-over he has ever had; 
and he has had some really excellent ones. This time it is practically 
all those interested in the new campaign designed to emphasize the 
merits of leather who gang up to skin the hide off the CM for daring 
tO guggest that the new leather campaign may have some weaknesses. 

Phe editorial staff of ApvertTIsING AGg has always gotten a healthy 
chiiekle out of the brickbats which have been tossed at The Creative 
Man by AA readers upon whose creative toes he has stepped. The 
CM is a brash, outspoken, not very kindly fellow, and we have always 
felt that it was fun to have readers pick up the paving bricks he 
tos$es around so nonchalantly and bounce them right back off his 
bean. 

still think so. We have no intention of defending the CM 
a st attacks from irate readers. When he is wrong, and when his 
ass@ssment of the merits of an ad or an advertising campaign is 
faulty, we love to see him get his ears pinned back. 

But in this instance we suspect that the attack on the CM generates 
a @eod deal more heat than it does light. The comments we quote 
d@ Hot answer his criticisms; they merely call him names. And they 
atéaék his motives and ours. 

Aétually, we commented editorially on this same natural leather 
campaizo a week or so before The Creative Man tore into it, even 
though our comments were much more polite than his. Here is an 
obvidus instance in which the manufacturers of a natural product 
are trying to lock the door after most of the horse has been stolen. 
And the kind of lock they are trying to put on the door is a snobbish 
sortof lock which does not give too much promise of being effective 

the multitudes who have discovered that synthetics can, in 
many instances, do as good a job as the original at much less cost. 

What's the point of getting mad and calling names if the CM (and 
others) have the feeling that this advertising won't unsell people 
on the value of synthetics? What's the point—even if it happens to 
be true—of calling the CM a smart aleck? If the Tanners Council 
wants to refute his judgment of their new advertising campaign, why 
not cite a few instances of what is being accomplished, instead of 
merely belaboring him? 

Even a smart aleck can be right, sometimes. 


Crying Doesn't Always Help 

The advertising controversy involving the Illinois Central Rail- 
road and the Louisiana Motor Transport Assn. is an interesting ex- 
ample of the kind of crying on the public shoulder which frequently 
is most useless 

The controversy concerns some advertising by the IC of a rather 
common kind—*public relations” advertising designed to prove to 
the public that truckers are getting away with commercial murder 
by tearing up the 
and that they are therefore gaining an unfair advantage over rail- 
roads. 

Sometimes this 
helpful in getting 
an important collateral danger: That in telling the public about the 
“unfair” advantages of the competition, the thoughtless buyer may 


sort of advertising and public relations work is 
an unfair situation equalized. But there is always 


become convinced that since there is no direct skin off his hide, he 
might as well take advantage of the lower prices which the competi- 
tion can give him because of its “unfair” advantage. 

There is good reason to believe that this is exactly what happened a 
couple of decades ago when it was considered good practice to declaim 
about the unfair advantages of the chain store. A good many people 
who weren't sure chains undersold others were convinced by these 
campaigns, since it was the chains’ competitors who made the point. 


public highways without adequate tax payments, | 


| “Now here is the single wingback formation through which no customer can filter.’ 


What They're Saying 


It's the ‘Hucksters’ Who 
Make Our Economy Tick 

It is time for a word of praise for 
the embattled hucksters—those 
footsore salesmen, ulcer-ridden ad- 
vertising agents, brain-weary 
copywriters and artists, doggedly 
inquisitive pollsters and research- 
ers, and their hosts of loyal associ- | 
ates who would rather make sales 
than eat or sleep. For years they 
have patiently suffered from the 
dull and repetitious criticism by 
those who still think in the scarcity 
terms of Ricardo and Marx. We 
have been told that the huckster 
connives to force people to buy 
what they do not want, that ad- 
vertising is a social waste, that the 
huckster is an economic parasite 
living off the work of the laboring 
class. Such criticisms might have 
had validity back in the age of 
scarcity, but they do not apply to 
today’s age of plenty. 

The genius of American engi- 
neers, Managers and workers has 
largely solved the problems of 
mass production of goods, and 
opened the door to this new age. 
The huckster’s task is to produce 
the mass markets necessary to ab- 
sorb these mass-produced goods 
and at the same time maintain full 
employment. 

He is a pioneer, opening the 
frontiers of vast new markets so} 
that more and better goods can be 
made available to more and better- 
off people. He is not satisfied to 
sell an automatic refrigerator to 
the Astorbilts; he wants to put the 
identical model in the homes of 
factory workers, bank clerks and 
| sharecroppers. He views even the 
|lowest-paid workers, not as re- 
placeable cogs in an economic ma- 
|chine, but as potential customers 
for the products they help produce. | 
High wages, to the huckster, are 
not a production cost which should 
be reduced, but purchasing power 
which should be increased. 

Perhaps, in the old days of scar- 
city, the huckster was not needed, 
since there was so little surplus to 
sell. Perhaps the economic thinkers | 
of that day were correct in view- 
ing him as an unnecessary append- 
age. Today, however, the huckster 
is essential. Full employment 
would not be possible without his 
efforts to stimulate latent desires. 
He often works himself into an 
early demise, but he keeps the 
economy in high gear. 


The modern huckster thinks and 
lives with the courage, initiative 
and imagination of the earlier 
American frontiersman. Something 
of his spirit is found in the old 
story of the two shoe salesmen who 
had just arrived in Africa. When 


| the foreign salesman saw the shoe- 


less natives, he wired his home 
office: “Nobody wears shoes; am 


| returning.” The American sales- 
|}man cabled: “Double initial order; 


nobody has shoes.” 

Hucksters? In the future, part- 
ner, when you use that word, 
smile. 


--James C. Drury, professor of mar- 
keting, New York University School 
of Commerce, in The Saturday Eve- 
ning Post. 


Transportation by Automobile 

Use of the private automobile 
is growing faster than is public 
passenger transportation, as shown 
in a survey made by the frans- 
portation department of the Cham- 
ber of Commerce of the United 
States. 

The Chamber, as a result of the 
survey, estimates that private 
automobiles are carrying today 
85% of combined local and long 
distance traffic. 

In the first six months of the 
year, total travel in the U. S. was 
up 6% over the same period in 
1951. Total travel between cities 
via railroads, buses and airplanes 
increased nearly 6%, but there 
was a decrease in passenger traf- 
fic over local transit lines, subur- 
ban buses and commuter trains of 
about 6%. 

The Chamber believes the drop 
in local public transit traffic may 
be traced in part to higher fares 
required to meet rising costs and 
to strikes that reduced travel. Al- 
so, it sees as another possible fac- 
tor the rigidity of public regula- 
tion of carriers. Without flexibility, 
the Chamber says, carriers find it 
difficult to keep pace with the in- 
crease in the use of private motor 
cars in both city and intercity 
travel. 

Another factor in the situation 
was the strike in the petroleum 
industry. That caused a temporary 
shortage of aviation gasoline. 
Again, operational strikes in in- 
tercity bus transportation kept 
passenger traffic below earlier ex- 
pectations. 

—Business News Features, Chamber 


of Commerce of the United States, 
Washington, D. C. 
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Rough Proofs 


Gladys the beautiful receptionist 
| says the Mercurys she sees around 
| town are almost as good looking as 
her boy friend’s new Ford. 

j eo 

Gypsy Rose Lee is quoted as 
saying that while an ordinary strip 
tease is an exotic sexual dance, 
hers is straight comedy. 

And this line is no doubt part 

| of it. 


| “The protopectins,” says” Sun- 


kist, “do not lead to weight gain!” 

To the tardy lardies, this state- 
ment undoubtedly deserves the 
exclamation point. 


So many companies are address- 
jing themselves to the merely 
plump, to the definitely obese and 
|to the fair-fat-and-fortyish that 
the minority on the skinny side 
seldom get a satisfactory advertis- 
| ing buildup. 


. 
| Pal blades, the ad says, cause 
“no irritation, no burn, no smart. 
Your skin is as cool as a teen- 
ager’s.” 
And of course you can remem- 
ber back to your pre-Pal days. 


They say Bing Crosby won't go 
into TV this fall, after all. His dis- 
appointing telethon fund-raising 
experience may have convinced 
him that it’s easier to sell ’em than 
to keep ’em sold. 


Paul Gallico’s tribute to Ballan- 
tine ale suggests that it is better 
than champagne, with its coarser 
bubbles. That’s one way to elim- 
inate the champagne appetite 
hooked to the beer pocketbook. 


“Nantucket reveals rum recipes 
of whaling days.” 

The rum recipes of pirate days 
might be even more exciting. 


The increasing number of grand- 
mothers in our aging population 
may be one reason why the maga- 
zines continue to play up grand- 
mother Marlene Dietrich as still 
slim, beautiful and glamorous. 


Salesmen who have been sell- 
ing retailers on the importance of 
air conditioning equipment in at- 
tracting customers should remem- 
ber that many sign on the dotted 
line to assure more comfort for 
themselves. 


Springwall, which asks, “Can 
you sue your mattress for non-sup- 
| port?” is hereby authorized to use 
| Rough Proofs’ favorite bedroom 
slogan, “It puts the ee’s in sleep.” 


“Pamper your feet like I do,” 
|says Betty Hutton in behalf of 
Firestone Foamex. And it wouldn’t 
sound like Betty if the copy read, 
“As I do.” 
+ 
Sept. 1 is Labor Day—particu- 
larly for the overworked major 
league teams, which have to put on 
six hours of baseball in holiday 
double-headers. 
Copy Cus. 
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DRUGS BUILD 


Prominent through the years as a major pharmaceutical 
center, Philadelphia, heart of the Delaware Valley, 


today forges ahead in the drug field faster than ever. 
Now expanding in the Valley (or with plans for new 
growth in the very near future) are internationally 
known pharmaceutical leaders like Smith, Kline & 


French, Sharp & Dohme and Wyeth. It’s just one more Me SMITM, KLINE & FREXCH LABORATO 


example of this whole area’s big build-up. 


IN THE DELAWARE 
VALLEY, U.S.A. 


THE GREATER Be civ sin MARKET 


HERE IN THE WORLD’S GREATEST 
INDUSTRIAL AREA, 


heavy and light industry, power facilities, office 
space are a-building ...so are homes to accommo- 
date necessary workers. Income'’s rising, too, creating 
a market that bulges with big new buying power. 


aucKs 
counry 


WHERE THE FIRST NEWSPAPE 
STILL BUILDS LEADERSHIP 


THE INQUIRER, 
A GREAT CONSTRUCTIVE FORCE, 


stimulates and supports Delaware Valley enterprise 
from the Valley's heart in Philadelphia. Through 
its long years of service to this whole area, THE 
INQUIRER’S'‘initiative has paced industry’s initiative 
in locating here. With this constant attention to the 
region's best interests, no wonder THE INQUIRER 
keeps first place throughout the Delaware Valley! 


BURLINGTON 
COUNTY 


CAMDEN | 
couNTY. 


7 
BRSE V. 


ATLANTIC 
COUNTY 


ATLANTIC 
cnr 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia ' 


Che Philadelphia Pnguirer 


Constructively Serving 
The World’s Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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- e wa ~> To clear up any cases of doubt about the answers 


to this question, Fortune has just made a survey. An extensive, inten- 
sive, mail survey of its subscribers.* And, the results provide a brighten- 
ing, enlightening, full-color portrait of the ‘Men of Fortune”. 

The complete picture (replete with detailed breakdowns) is not yet off 
the press. But, here are three of the highest highlights of our new 
portrait— 

Fortune’s management subscribers are now 85.5% of the total—the highest 
ever—200,925 subscribers. (105,985 top management and 94,940 down- 
the-line management men.) 


Fortune now has 43% of its circulation in Manufacturing and Processing 
—a total of 101,050 subscribers. 


More than ever, Fortune’s subscribers are in Industry . . . 56.6%. A new, 
high total of 133,010 subscribers. 


Your advertising deserves the considered judgment of important busi- 
ness and industrial management. And our new “portrait” adds new 


*Remarkable Footnote: 38% of all the questionnaires 


evidence that your advertising is more apt to be read in Fortune. So, were completed and returned. (‘That's terrific for any- 
put your advertising before the people who count . . . put it in Fortune. ar eto pee me wap Bet Lek oP oo yg 


covered 60 questions. 


For copies of the study, ‘Men of Fortune”, ask your Fortune represen- 
tative. Or—call or write Fortune Magazine at the office nearest you. 


9 Rockefeller Plaza Girard Trust Bldg. Hanna Bidg. Fisher Bldg. 
New York 20,N. Y. Philadelphia, Penna. Cleveland, Ohio Detroit, Michigan 
JUdson 6-1212 LOcust 4-3530 SUperior 1-1212 TRinity 5-1212 ve 
LaSalle-Wacker Bldg. Statler Center 
Statler Bldg. 221 North LaSalle St. Shell Bldg. 900 Wilshire Blvd. 
Boston, Mass. Chicago, Illinois St. Louis, Missouri Los Angeles, Calif. 
Liberty 2-1212 RAndolph 6-2922 GEneva 1212 MAdison 2101 


. .. Where Business Readers Concentrate 
on Business News-in-Depth 


_ aes | Y A eget a | PN =_~ ie Sa tem ee Co ee Lg dae (AN sae e, JP ia k ed ae ee Coe _ eee i et 2 | See ~ 
sek: » Eel eae ite F oe.” eR eS eae sa So aa 1 aa ey De SN 
"2.2 eae +4 oS. ; i Rae cee pay freee oS. , pet Oy ee <a 7M ESOT Aa eae ea 
Ye noe ee ae Be i ee me cs aa ne eo ee ea eM ee 

a ae : as : 2 ete : 3 ; prea: 
po sobs 
pe te ee 
veers Phase se 2 
: , es y 
ae 5 
By | 
Pr | . 
; | ee ; 
Basie — 
Si Hk ‘ Me 9 
a y s Xe 
; ; iB 
. 
i a Se 
; “ ae 
4 ; ‘5 
ae . ws 
i, Fr 
io F- 
eS é 
er (i 
4 agg? She 
2 
Say 
Dy <i Ahes 
is ; 
a i : i 
me ey nce 
: ) f re 
i 4 
f : 
i aud : 
a ¥ 
‘ oe " 
KE ae 
r err >) 
‘ ae 
: | ae 
~~ ¢ 
i bal pers 
oF >! 
ert: & “> * 
. Tes 
| ‘ 4 = 
y as 
’ | ag 
- } ait: 
% i ae 
: i 
a i 
at 3 
oS 1 Bs, 5 
te ! a 
, -. 
; | ee . rg 
oe iN eet vt 
os adits 
| ey 
“i ater 
be ; Ts 
— ot 
i eit 
a wy ” 7 
Ao ig cia 
ae, aS a 
cs oe: ds 
phe ‘ “etint Mee 
my 9, 
o ’ ee 
f Lat 3 
: j : ce 
ate ia 
al ae " rena) 
els es? ae ie a i, See Mee ea athe: ot niece a | ae ae eet en ee ee. Sr re 
Ae a RE es on Bien ee eo ee ae ere ae oo OS SAO Se aaa 
BS Se a ees on oS 2S ee eae int Ras Coane ee ore 
= Ag ae ie ae aaa Se Lge glue SS SS Tg Boh SS GN | 0 a ee Spal ot.) ron, Rg RP 


Penton Promotes Bell, Morgan 

Penton Publishing Co., Cleve- 
land, has promoted two associate 
editors to assistant managing edi- 
tors of Steel. They are Vance Bell, 
who joined the staff in 1944, and) 
John Morgan, with the magazine 
since 1947 


Greenberg Joins Irving Shoe 


Charles Greenberg, since 1947 
merchandise manager of Ray-! 
mond’s Ine., Boston department 
store, has been named executive 
assistant to the president and gen- 
eral merchandise manager of John 


Irving Shoe Corp., Boston 


Prince to American Silver 
Harold Prince, formerly adver- 


tising and publicity director for 
Magnus Corp., Newark, has been 
inamed advertising manager of} 


American Silver Co., Flushing, N 
ly He will be in charge of adver- 
tising, 
tion 


Taylor Promotes Purton 

Ernest C. J. Purton, assistant 
sales manager of the commercial 
sales division of Taylor Instrument 
Companies, Rochester, since 1945, 
has been promoted to sales mana- 
ger 


Over 1, 


Elks have both time and money . 


maturity. 


018,000 Elks... 


at their peak 
of earning 


spending! 


. . the rewards of 


Elks can afford all that goes into pleasurable living... | 
travel, sports, hobbies, entertainment. 


' You can tell and sell over one million Elks at the remark- 


ably low rate of $2.15 per page per thousand, in their 


: own magazine... 


7 MAGAZINE 

new YORK * CHICAGO © DETROIT « LOS ANGEL 
? 
: 


6 East 39th Hireet 
Murray . Will 5 AA74 


photography in 
ell its phases... 


Sudustvial . Food 
Hill. Life . Slustration 


ES : 


publicity and sales promo-| 


| las; WVKO, Columbus, 


_CBS Promotes Rosenquist 


| vision operations in New York, has 


Johnson & Johnson 
Slates Fall Drive 


} 


i for Band-Aid Strips 


| New Brunswick, N.J., Aug. 27— 
| In a last-quarter push, Johnson & 
Johnson has 
paign for Band-Aids which will 
make its '52 ad program “the big- 
gest ever put behind sales of a 
first-aid product.” 

Local newspaper ads and Sun- 
day supplements will carry the 
bulk of the campaign, but maga- 
zines, TV and radio will also get 
their share, Total expenditure by 
J&J for the year will be twice its 
1951 ad budget for ready-to-use 
bandages. 

The American Weekly and Par- 
ade will carry full pages for Band- 
Aids in September and October. 
Color pages are scheduled for Life 
j}and The Saturday Evening Post in 
| September and October, and these 
will be followed by half pages dur- 
ing November and December. 

Kate Smith’s afternoon TV show 
will also be used to plug Band- 


announced a cam-/| 


Aids over the NBC-TV network. 
Television spots are planned in 
key cities and 15 to 30 spot radio 
| announcements weekly have been 
ordered in 35 cities for a six-week | 
period starting this month. 
| Young & Rubicam handles the| 
Johnson & Johnson account. 


_Sparton TV Launches Drive | 


| Sparton radio-television division 
| of Sparks- Withington Co., Jackson, 

Mich., is launching a campaign in 
September for its Cosmic Eye tele- | 
| vision. Breaking with “happy fam- | 
\ily before a TV set” advertising, | 
| copy will feature pictures and cap- 
| tions directing readers behind the 

lscenes of TV set manufacture in 

|“breezy, non-technical language.” | 
| Present schedule calls for Collier’s, 
| Holiday, The Saturday Evening 
|Post and Time. Brooke, Smith, 

|French & Dorrance, Detroit, is the | 
agency. 


|Ore. Radio Men Open Office 
| The Oregon State Broadcasters 
Assn. will open a permanent office 
Sept. 1 at the University of Oregon | 
in Eugene. Robert E. Summers of | 
Columbus, O., has been named 
manager and also will serve as an| 
assistant professor of journalism 
teaching radio at the university. 
He has done work for WFAA, Dal-| 
and KFBI, 


Wichita. 


Don Rosenquist, with CBS tele- 
been promoted to superintendent 
of traffic for CBS-TV network 
programs originating in Holly- 
wood. He also will maintain con- 
tact with New York television 
operations and sales service de- 
partments. Mr. Rosenquist was) 
with DuMont before joining maa 


last June. 


New ATF Type Ready 


Diagonal, designed to serve as a 
companion to Dom Casual, which | 
American Type Founders brought 
out last fall, is now ready in a! 
complete range of sizes from 18 pt | 
to 72 pt. It was designed exclu- 
sively for ATF by Peter Dom par-} 
ticularly for advertising copy. Spe-| 
cimen sheets may be obtained from 
ATF, Elizabeth, N. J 


Liggett Adds Two to Staff 


Carr Liggett Advertising, Cleve- | 
land, has added two staff mem-| 
bers. Elmer W. Olexo, formerly | 
with Goodyear Tire & Rubber Co.'s 
advertising department, has been 
named an account executive, and 
Myron J. Craver, previously a 
salesman with WHK, Cleveland, 
has been appointed an assistant ac- 
count executive. 


‘Farmer’ Circulation 15,000 


Due to an error in the publisher’s 
original release, AA on Aug. 18 
listed the initial guaranteed circu- 
lation of The Mississippi Farmer, | 
which will appear next January, 
as 1,500. The figure should have! 
read 15,000. i 


A new italic type face, as a| 


Advertising Age, September 1, 1952 


Getting Personal 


Harold L. Hadden was given a luncheon, gold watch and pin when 
he celebrated his 25th anniversary with WOR. He’s now television 
film projection supervisor... Richard K. Jones, media director of 
the Ralph H. Jones Co., Cincinnati, was top winner in American 
Home magazine’s $1,000 “Calligraphy contest.” He was able to 
match the handwriting with the jobs of 20 out of 30 agency presi- 
dents, v.p.s, a.e.s, ad managers and other categories... 

In another American Home contest, William A. Fricke, McCann- 
Erickson, Charles E. Anderson of Knox Reeves Advertising and 
Frank Grady of Young & Rubicam won first, second and third 
prizes, respectively, for correctly guessing consumer reaction to a 
proposed editorial title. .. 

Gene DeYoung, president and general manager of Station KERO, 
Bakerstield, Cal., is scratching his head over an earthshaking prob- 
lem. Seems the recent quake pushed his mountain TV transmitter 
site up three feet and now 
Mr. DeYoung either will 
have to refile or shorten the 
proposed antenna by three 
feet... 

There is a formerly un- 
named peak in the Cascade 
Mountains east of Belling- 
ham, Wash., which now car- 
ries the label of Mount 
Sefrit, in honor of the late 
Frank I. Sefrit, for many 
years general manager of the 
Bellingham Herald... 

Richard Litfin, business 
representative for the United 
Press Assns. on the Pacific 
Coast, and Mrs. Litfin are 
parents of twins—Anthony 
and Regina...It’s a second 
son for Bob LaBonte, com- 
mercial manager of Station 
KPOJ, Portland...And in 
Los Angeles, nine-pound 
Christopher Elton Brown is 
giving his daddy, Walter 
Brown Jr. of KLAC-TV, 
plenty to talk about... 

Although the departure of 
Westinghouse v.p.s Ralph C. 
Stuart and Robert D. McManigal on the Ile de France looks sus- 
piciously like a vacation, they insist that they will spend their 
time checking postwar European lamp and lighting developments. . . 

BBDO artist E. C. Van Swearingen wanted a healthy looking male 
for a Schenley ad. Turned down a steady stream of prospects from 
model agencies. Nixed whole albums of healthy males. Left for 
lunch in despair, stopped next door to wave at artist Bill Fairfield, 
did a Gouble take and said, “you're it.” And that’s how Bill’s like- 
ness got into the fall ad... 

Ward Wheelock, of the Philadelphia agency bearing his name, 
has agreed to co-chairman the Quaker City United Nations cele- 
bration. .. 

Cranston Williams Jr., son of the ANPA’s general manager, has 
been named general manager of the Times-World Corp., Roanoke, 
Va., publisher of the Times and World-News... 

Norm Fenichel, assistant to the executive secretary of the Na- 
tional Industrial Advertisers Assn., ran his new car into a tree up 
in Montreal when the steering 
apparatus failed. Results: one 
broken nose to Mrs. Fenichel 
and assorted cuts and bruises 
to Norm. They’re both recov- 
ering nicely... 

Emerson Radio & Phono- 
graph pres. Benjamin Abrams 
and his wife are visiting 
France, Italy and Israel. While 
there, Mr. Emerson will con- 
fer with his distributors in 
those countries...Also on the 
high seas is Irwin Vladimir & 
Co. account executive Joseph 
Hitrec, who is spending two 
months visiting eight Euro- 
pean countries. He’s meeting 
newspaper and magazine edi- 
tors in a survey of public atti- 
tudes in relation to American 
export of goods, services and 
ideas. . . 

Add to this, J. A. Reynes, 
New England manager for 
American Exporter publica- 
tions, currently on a trip to 
France, Switzerland, Italy and 
Portugal. While in Portugal, 
he’ll race with “Skip” Etchell, 
the American champion, in 
the International Star Races 
at Estoril... 

The Nassau County chapter of the American Red Cross has cited 
Station WHLI, Hempstead, N. Y., and its director of public af- 
fairs, George Ball, “for outstanding cooperation with the American 
National Red Cross Blood Program”... 

Maurice B. Mitchell, v.p. and general manager of Associated Pro- 
gram Service, will be speaker at the main dinner of the annual meet- 
ing of the Western Assn. of Broadcasters to be held at Jasper, Alta., 
Sept. 11-13... 


BON VOYAGE—Benson Inge, director of the 

press department at Ted Bates & Co., his 

wife, and their daughters, Susan (left) and 

Carol, say goodbye aboard the S.S. Consti- 

tution as they begin a five-week trip to 
Europe. 


publisher 

of Quick Frozen Foods, holds two salmon 

he caught off Son Francisco Bay. The big 

one at right weighed 12 pounds; the other, 
six. 


GOOD CATCH—Ed Williams, 
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¢ Cardboard Displays 
¢ Animated Displays 
* Stanzall Outdoor Signs * Mystik® Can and Bottle Holders 


Much of your advertising is read or 
looked at in the calm surroundings of 
the home. 


But when your lady customer goes 
shopping, she looks at things differ- 
ently. Sometimes—when a bargain is 
involved—she’s a tigress! 

Our point is this: Writing copy for 
the living room is different from creat- 
ing advertising for the point of sale. 
That kind of advertising—the kind 
that must hit hard and pay off on the 


¢ Lithographed displays for indoor and outdoor use 
* Cloth and Kanvet Fiber Banners and Pennants * Mystik® Self-Stik Labels 


¢ Mystik® Self-Stik Displays 


spot—is our one and only business. 
We have specialized in advertising at 
the point-of-sale for fifty years and our 
nationwide organization serves some 
of the biggest—and smallest—adver- 
tisers. Let us show you more results 
from your advertising at the point-of-sale. 
Write for Idea File—samples of idea- 
provoking Advertising at the Point-of- 
Sale created by Chicago Show Printing 
Co., 2640 N. Kildare, Chicago 39; 
400 Madison Avenue, New York 17. 


* Econo Truck Signs 
* Booklets and Folders 


PRINTING COMPANY 


19O02~-1/952 


Lwertising at the POINT-OF-SALE 


/ 


net eaheUa pe fale tna plead ok 5 


Se ae a Ect ~  ) Allee hl ay a P St. lll ee ee Si Poh ae | RR os Poy Aaa Se * 
oem (ne Me es: ss ie : ee: eee ia ies i. . oe ee 4, : a re Rice Se ee 
z me ts a cy ae ac, ee wos Pe 7a Ean Sei Pama 8 cas ga en ee A ae Tepe) > SS ARS Sess ke 
eee RS a) oe rr © aa Le a ee | ee 5: a ig 4 ta ; Wee et - 2 Re ee 
aa i : ei, 
- y <"e ry e wi * < a . aid. 2 _ ~ e e. 1 aes 3 <0 yi i As, 7 s ¥ Be a ae bade eS | tee a 
ra. ea a a ie oS eaa 2 |e es Pts eas . eet a Pi er ame ie) ae Spec? . ns ied gt 
eh ar 8 op eae ae 2 ; a Bs es ab be in 2: Jr aie ee den’ we Po eae Sos A ae fe aka aes a eae i SC ne 
i 4 phi) aes le i Pee sa a eat ee Ss a, pak ty ge, 3: ees Ra 5 Rete ce poe ee 
- ied Paes eld . ees eee Sa i 2s ee - | ae area i Ao Ome fs ene Fes { es ie. +. See Area “e a 
2 ae ‘i sa Sea ait a ae mR | efann-ihntaa eal picditiaipgtreientiiren TA Si cae Ai A ee Sa z A ae 
2 Bice ise: as ea eae eee er ‘ ‘ Peeks eee a ee a re 
a iS aa aay ee. fe ig Sioa ley OW OMe se ok ee eee ms Ge emma Se 
ae i Sy eee ee * ae eo. (a eS he as RUS iiss 2 een”, ga os et 2) a leat | reat ee 
nett aS oe Wer wha ers as cha : a ‘, a a Re oe nn Cpe ees i Be mee eee nyt + 
a Bese, ae +5 — = been ae Ti cg of “anil 7 ee Se Gre Pin ag ee as poe gine Teele A ea ee eeeas 
rr eaticy et ay ‘| ie! 5 es Ps 4 x - pate, 0 Pe ee re Oy, a nee a owe ge ae sf te a s 
Soe oct a | ans ‘ 4 jis ’ pe -. rated. ia aes" pe mS a A (eee ae Tt ee 
2 car? Alias im <a F er ee © x ie’ 4 “4 aa . ee RS. AE Speer serie ras ee oe" , P geen Sirs si othe 
; | eS aes £ = ae age? «ee ws re eee ects ‘ E —— aS ah 
> ee ee - r we a mek ee ee rd ie : FS | a pete : 7 a a ce 2 
i 24, aiid ese ay : a ee eee i e : i o~ .. =i . hh aah oe > 
: Me fi q on — te ; y mos iia igited a ae s. BS hie MASS 
tse ee OE a oe, Z?: ae ee. a 3 ee a “a ; ae Re he } 
as are apa ch a eee ee. é sia “at Tae 1 Pe i i = 72 eRe pie : 
; RR Sa ES > . Sa a ; ‘ Eas : ¥ FAS si _— ee sh 3s ee 
iA a ee > lei “Ff ; - daa cs way: Sea y one oe y " Ed — ann aie > 
* Tie ba . ?. “fe dee = FR ly ‘ . ig: : : se ; fF: £ ae ii eee 
fered ie aan erg om Weg | Bei 45° ; ¥ aa ‘j ey ees Pt 
D a ee. ee ee) _ eS ; 2 ee - “a ™ » aa eer ey 
‘a oH 4 <a a: hay . PF sh perky : © =F ee ee ae oo yes. 
te ia a at . aad evs Meats ~ ‘te J =a a: es 3c PY A a? A 
K eon & ee fi” re coe ae SS at ~~. a sr: bho i 2 a i ey Os. 
eae gk & a Gees " Ppa Sarat ¥ Bet ae mes pe eee ae 2 RE a ” at 
pat cae Cs wee r —— ~~ Ti Eee ane ft’ Dg) arama! ae ¢) f - Seeert? 
ae a ie ) =) ae gi se) ' i eu ar ein TS = . bea ot « ee eeu Fi f % 
ea See SS pe Te AG oS NG YS a > Pita ot ee et a ae ; S a 
ee fe Ue we me ee XT ¥ i  §) |) EE ae? Co ~" 
ae a? 2 ‘Pa 2 ied ra —" Ae PA ea Ati, a ae : or 
lt po eS ea x Pex 3 eg os > i D ‘ > f a a ¢ om 
2. <p ee .o: : sen mes v Ss i ed eit ge & ‘ weg z : At oe 
< few Rake A Ze 4 ‘ * : rs a7 , P fe te r ; eas 
; Sa ae ees , meee. a re ‘ : on a me 4. ; ete 
ie ees, ee: Bes. y  g hs Sly a i ae soe . = \ q ip a = <i - > “9 en ne ape f “2 never 
a ka = a es ee Be faa) % \ - ec : a a ys “ 
ut ee a: —s a AY cing . ee: ; pe ae @ ; ae _ ae il See 
“aed eee - bar ee coal = oa > 3 + ar i 2 
as . a rece | he a a ' 4 ta! a : — i : fe 
ae Tht eee ot, eae 4 Bees ; ee Nise Es : # i — a as : te eee 
Ped ee = See ANG See ne oe a aL 
eieae og aes. A an Seedias : ‘ eee: ” a eo OS 4 Sodbe ra . , i oe : ee: ees oe a ae gaa . a 
mere ee Re sie , holt Soaps = bh: ,< é ae a | ae i a 
hs J. See + ite 3 ie § . ‘ es a. ae 
ican. ad * oe . a | PET a, ee ed ae . \ hg x « ‘ sa es od ae ie, © Fe { : 
By Re es ee : re y P % a, An. Ya <4 . i & a ie & > 
3 a ia, = - = caw ; -\ P 2 "heaped gEEN : Be tai pss SS ae se % 
cea a) = a . ieee |. ‘ i oN P ee sess E> . af 
. < ee ae ye? A’ ae ™ } , i a Cees | a ee ie 
poe hs ae 5 Seed " a ' 3 .- ae a ouch te > wi +. ieeoeoag:! Sere ‘ 
Rese = Peet 2 Se a at H em tele Se 4 (Sela Ss “ . eG: ae Sa 
lee ae ees a a ata toial | eae a ete Cratis Seo iz, i ae ees i 
= “ih —. a . Mee ee ae Ne Lee WEAN SL ita, +a es : * 
2 = tall (aed ¥ r by apie Lao a ok Sa v's AaiXtat iret St ee yi 
: | Y ae ee tas. eRe . by ee a am " ee i) +\ x Pete es ta eae 
ee | ; ar a ere ee — Bars, 1 ane SSS et ee eee ~— ; 
Pane Fie. 7 es a Bs ae 6k es a ee i a SY ef abetted d esas. Soper. 
i oF a ga fae ne : * 7, eae Sal BE 5 Py < : oe r mn A wis - 3 “¢ oy, f 
na ie « t: nes Bea x: : oie i ee: week s vi i : 4 agi umieereene, Sey 
a a ee. es : RA : ‘eee aa PF . 2 i et ; os. os 1S33hfeecss: * cs 
eee } 4 ee Galak Bg ee ; Ee oe eg ce ek ra “* 2 oo Dp pee eegt = x: 
ae } > . as Be a Bes ye or oe £ ef! oe oe Se : a) . Pee tinge eee rape 
nee i ae oe i ee ar rage Bet. ae i Gera: Tee © Gh Se ae aa a7 
a ce. e rue ee ee er iy ae a i Y - $e 5 pees eon 
os hs. ‘ a a eas | 5 ae ty eae fee 7 . .° pal 7 _ Gene St a eae Bi TS! 
“at ‘ g : 3 cence” ‘de Te ate . oe iy oe 7 hecs Rjettie «Se 
F me q : ee Se 2. . ee aoe 
See 4 & ae ate ae = as : ats, eae Pe j : “ i yi or a ee y. ad 
ae Vé - es = = Eg Pon "ty ¥ Po a Cho ee i a i 
sent eee gig oe seek ee Bie, 7 " f 3 , eA 2 i : a B : ae on - ‘a ies” -. sind ctl ie ae ame re Rag 
i oe — ae es , : _ ie Pee bf; tS ee ESS 
: oe ie ; a ‘si . aed Best i, ict aa te ei SH Best. 
% ta d E ‘ je Pe as ; oe — ese s ig te 4 1 eo > Se ae titty Rens 
r : + py, Pee of ‘ : ee ie han ioe le = et ae See fae Se ee reas oo 
; *) er ee TY =. a ee Zot See a Pe eG eee 
ae er ee ee yikes 0lUlC (ll rr ee . ee 24 - « hf ™ a aie ie Pe SS 
a! re -. a ae oe : {Bie ae we. ee . ie een | hee ae 
a oe PG et . ae ieee rae See at fk d et ae eae 
ee ra * - Soe coe ee, ‘ bie ‘ é a eS « g os je Bee = 
| ao z 5 cmnere: > aa , Rife ae - * Lae: : - ey ‘ 
=e ‘ Eg aoe &” See ae Shem. Mem ao pe a a : mere <2 ap Be z, 
tke ; a i ae se Ty — ’ eee oie Oey ee woe det “Y : y Bs? ie k “4 
: a Oe oes: fae — a ee oe ee ee genes aed 4 , . . 2 ae oar Mi 
oe * “cal Se) ee : : aye id Poe sk ee, lied Ree Ee “y 
’ Me " we ee 4 ee mid ; a4 ie ee ees a i a ha ee pate M Py 
3 - he re : me ' Fee yi oe * > a hy ae eit : a gear 3 “ 
ae ry ° - ae tre blac git eet > , on ae SA oe tae: 7 
: ae gue me pire eee ta, ic’ ea : eee es eer pind, 
ss Wat. eee s =. oe 2 ae al ieee : ig ae Pcliitas -! 8 5 eae ar _ > eae 
eae Se . Bet > ee a ea ©... ee 4 C 6 eo ae Bde eee Ree Z ay 
Bs, “a <r . = eh a are EE” Cs aae ae Te ae peters aia “Re 
- *. x ways %, J pared fen WET, 3 ROME tls nae AG ye >) Saat ae a Bi 1, at at “a 
: — ; . " Pe eae oe san eee 3 ae a Loe # oe Bet. | sae ( : 
ye 2 wo Moy oP ieee 0 1. ee So 4 > Se eS Saag J us Berm 2, \- eis : z 
ae a J . eee ie oo a Ree a oy, Be ee ie. - i ei D5 ee 
s 7 so oy ic Ag Oe = \ aa? ‘ty tyne. ye re  . eae — " os Baad Fie —> 4 
Fs ; i eet: ae Pe Stee ot ea ae : Pe : 
8 Vee a ee ‘ ae fa te NS we 
E woe Pan | 2 ; = 4 a es ae aia Bae ke: Boao 
Rie : ; ” — <a , ee yi gues na ne Se a ae: ee 
‘ — — ae: a Dt ke Pe me Ae ri AS Pa ea 
E : et pal i ne a SUE ‘a igh ies, Br hy es ae set. <7; ay 
* a <3 * ka Pet pte y aos am mi 4 a ic fe fa bo od “ ee 7 x 4g he 
* ; ‘ ; gee a ea ae ee a a plea ct «wee 
ae } 7 2 oe . % i. ee ie 7 ee ore ie es 9 ia ia a So Bic 
Eo ‘. : > ae we. eke 2 eee r <a Bas, Leet ae ee rae aE 3s. 
ne é ae oe " eee oa: oe ee PS ie Se _ on ee << 38 ee » ia ae a 
“ : ‘ " ee Peet vee er Dae iS faite: fu a mpg = Me ie a es ast ME 
ee e : iis 2 tae ce.” a Re? eee ear eas avi ies Pope > eee Fe: 
Sie) ; Be Pi Aa all na ee oe a ER I ae ce ae i Pp ae ne oe 
i | eee ee \ oe 
=) =e 
ae et £ 
ae ice 
ee ie Das 
eS i 9 * a ee Fe 
> qi ] M = 
fs 
ES iio conteriaetelatnadlinanecaeeesieee < 
q ; 
3 if if 
r ee  - “Gea ° 
= ' A of 
a ee 
. ia i a% 
: be pox ea eels a 
ae salnee Dawe ME i ‘ ce " ee 
2 oy tes. ere Ob eee wae 2 5. 
= ae ip aks os Se eg arp ae ee 
2 | ark, ae L icersee ei: Bt ae Z : : 
3 , . “= eee ine oe: 
p f . is i ey ee oe a = Ee ec: re , 
= a ‘eats Ty ee < 
So 7 a M Uitte a ee erie 
wie. pas 2 ‘ ~ as > a a 
. So avis / : . a fs a ksi 
; - - ahead eres . 4 s . 
Ae ers, es P we y ‘ 
ea eee 5 ys 2 
Ae. - ; fins ne 
: Bee | LS ae Aes 
5 aie os gas or 
Pe es : Eh 9 . : 
<a ert tee = Se 
= Sey et 
; ee eek i E 
% pe eg SOn eo oe, 
iba fee, a a, Ew Yo ¥ a. ae ? ates 
4. an a ee os z eget see Ret ; ; (eo: 
— )\Sinrwrersary} a ie ae 
Hi eg ade 3 = 
ras j ha om Sioa » ee a ’ 
eat ee 
CERO — 
ia HOW ah 
; ib 
ae @eeeeeeeeceeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee @eeeeeeeeoeaseeeeeeeeeeeeeeeses ef ™ 
3 - A Bei 
Sey : ; 
. ee eee, ALI | 
ua ceria 
«ae ee A 
- po ‘ Pei, , 
; ’ Eat 
oe eee Se 
ta oe j os 
es 4 ’ . 3 press ae 
a oa: ae > a feoniben fis ang Seda i . e , 3 4 = ‘. a oe 5 "4 a ‘ “f bd ev Bad re Phas 
a ad So eh Tha aS . Rae meee i Ae hit wi er ene S Be oe 2 ae ag ss | 
ie <2 sya ge «= sy ie Se a ee: oe ae ore 8S ee * 


Delivered 6,134,505 
Guarantee 5,000,000 


BONUS 1,134,505 


MACFADDEN PUBLICATIONS, INC. 
205 East 42nd Street, New York 17 - Offices: Chicago » San Francisco 


we ER Bi OS ES GST oO SR aR se CE a RS fa a em eee ee ee ee eer el ee ee era ie) ~ a l eegie 
i ASM ei coe. Wee ae ee aa Cy i ae Nhe cls Ags as Cy aa Ne ne een bo ocr ee eee ete ces WN Ces oy |S ei Ci ae UA 6 O80 See i TRC gr RE ig. 
oe hag BME te Sm sen ‘ os : a ee eS aS ue ee Pa ge. Ce nan oan ae ‘Wes ee ee ee 
a ye ee Se nee” ee ‘ ae. ne eee es Eg a ras es tee ee penn Lee oes ‘es Seeds a! ao Pitas ae 
f: 2. ia t oe 
" ~ Bens’ aye it 4 a S - z Pi ~ 4 rat = 7 
ae M & , ae 
‘ My, } e fe ae : i Hy er * Bat ge 
Ie BUN, oo. eee oe s <a eet ee oy Re ey eceteens oo eee) one aan 2 e 
— a 
i ae x eae on 
¢ eit vi see 
ie Fes gaa 
~\ aS 2 a 
oe f ae 
a = = > ae 
Barras ¥ Re - rae 
ae ~ % ae 
’ ay ; Me e 3 ’ : 
ge fF e ae 
Pi? fs eee 
ae ae } a 
ne ee a - 
ma : * Psi 4 - a 
aes iy 
ag ; ie 
2 me ‘ ae 
Ia ES re | ; : ts 
rik teed j \ eae 4. 
(heer £ ; \ “ae sh 
eae br, By i‘. ae 
intel ; ie 
nee ie poate 
mir. reg F - ° | ra 
Sgt gate ya ae 
Ades fo ae ee 
wy . ; 4 PSs fs 
Shee 4 i 2 ‘ 
= ay , a ae = el 
peat : = “4 aoe 
Ley ; Bil } Ba 
oh a : : | 2 
“4 x ‘ | Hee 
See : a 
2 cee 
hee 4 ° } f : 
Hoc oare & = — * ie 
oN 7s : es ett ae 
gets ; = viaige 
Bars \ : % one 
eee es. bac ea: 
oe ys Bie ate 
“es eb 
; aa : a 3 ? 
lin a 5: & i i eat 
\ >i Pe he 
‘Fhe “re a ee 
ae : : 
ce | Me at a 
ae Bi ie : 1 st 
a ™ 
ag ¥ ¥ a cs ‘es hy 
3 ; = . i: ae 
= fx > a 
4 aa & ae ' a! 
eee Se y ie 
Rete § ee ne a 
PT ee : vs 
cy & ~s Si aoe —_—_—————— tC a 
gk = a : t cdi 
ea 4 a : so 
2 ete Pa ‘ met 
<" yey iad f £ 
ig We & tar: ‘ 
w hs \ ad Be | Y eS 
i seat ‘ vee s. ook 
ce ee he 
ii Bee! : oe: 
SOF 5 TE ee fa 
i soi i os - . Pe 
iS % S 
ee, & ‘ : Be 
BIS ae? 4: 4 ne onuiititiciaiiiint - —— a an 
tae a * RR ap 
Dont - ‘ ¥ pian 
Sr oe , ne 
ie 5, : 2 ve Eee . jansieniinihilialtidliontinege nciemnipgdnertmenneusntienpennss a a 
a A if a 
Se te : a ie ’ ae 
3 3 , bid 
>) ¢ — 5 
eg Z ae 
Se re _ _ nena - e: 
gt i 2 
é ee - a + 7 P ry 
it #4 JB ee 
oer... cat “ 
Bra et - ‘j A I e - 
. agit . J P 
We eek ao % 
aye ee 2 ae - ee ; iia ¢ : 
ap: 2a D.. 6 /. 
ow | Ale ,, a A =e 
es anes * i 
= 3 z ; ¢ : pes 
are aes % ana. 
“ia ag ‘ 2 ace 
rece = ~ y, 3 Bere 
Ase Tenis ~ 
a ey WA bi , vs hi , — F : - Sas ere + > = Mt we) bel ‘ Sig 
i ot 3 a Prot 
Be Re oa fr. eee 3 fp x i ee } ie oe ” + Nesenaiiiaras Sg eee o & a m * Je at re 
Ai oe ee 1 : Y a “dl - - t, , Pe as ie $ 
a arc: fy “ A . . re: mt Boe 
eo Ea a ee / ae p 
ah aR oe ‘ , , ’ ; ; ee 
Reet | i ? , a 
Pie 5 ges i Ps ee ‘a ‘ re e F sey 
: ee: 8. rg a2 pet 4 sae oes peers { eee & ) a id 4 5 Se ek a me z ie 
raha Ge er: aed i oe a ioe Nee 4 : TES eae ate “ab 
ees * <7 <i prise . - Ngke ww ey pg 4 Y an as | =a =e, a pet te F ee i 
Ree 4 — > # 3 eS a Ss a mae a 7 a ™ ; a gers 
seat a 4 ee oe wae chet eee? fe et eres ht be yee re e: cf . ee , ia a ae 
oe ey : aa Se So ee Bee ae “Se SE ° : a oy ie i oo. op ae 
ig ye = aa i age See: tegen Hea Nes wa . a : oe ; oe 
aye, At A 5 ea ae. . ae — Ta. io a ‘ty, © Pee ae <a ee ; : i - y : 7 & ee 
Fe Pa es iS bee “Ss aoe ee = 9 — Oe 2M ee ee : eae ' * ae ef a yee 
tna: eae re | Bet 23 ee fee tae a —— 2 Te & = im % Fe $ i an ey TR # 6 i Re Bee 
as . = , Ue ie Bee ses sich aye ee we ie et . : an ; Se : i iy aie ve 
tie | & es? | ae ae > Sa a2 ad eee , ~~ a fer Be 
Foes : . = eo eee ¥ cob “ey ie % Ps Je 
Py tet : ag ‘ ea: 
PAINE: " Peers be a L ot ee 4 f 228 
ee 21 ypaeaeateeee ss "" oes oie 
oe | is é ars: Ps, & ie 
ge p ; £. * ; tt , . A ‘ee ri e ae 
ie 5 AS ee SP i uA oo . ae 
Nomen die d a _ Lt ay 
A ae { j i : sh — So ES Os . oe 
ee ge ae +s ee eek if eas Se 
oo aS. & a a / ae 378! a: 
‘ “te i io ae tie Fe aa + ~. a Se 
aN We = oan Miao. So ee pe a 
gta ee fe ate ey ; a es Pas aes ag al e. sie 
es i" a i Mee = 53 
 etie? eh). ae a : we 
Fa, $ ae ¢ a nae ban ot. ertaletem os i at Puke 
ee, oe. ry ay 
oct cies a ee panne ae Bee), Se: se 
aca fr Hee Ph ad oe anes ae 
ae ea ay ae fo Lees" tae 
ee Oe ‘ a wt F rx, Riis ae ae : ‘Saag a es 
mys - aS ane Weer wee Bs s “a 
+e “Tae ie ao oe : iy 
ag : me, if eee ee hs ; me 
Rian ee oo ie a 
re zl ee & ie lam ae. a E ree 
mah cone ' a . Po eter iis) : ;. a 
yy VE = eee “atte ana ee 8 b> ae or 
He, oe] ie ; A F Ree. Pt 43 F. .. ee 
ey ‘ =H i } Fae e . s See bis 
ha - i wot id F eee we oa ne pie? # *iES 5 te 
pe a 5 mt er ee ra — pee 
nee : t * “i « pias be eect a s cs “ . = 
ENS: - ‘M ; 22) ae ies / " Pork, bee, 
a Dee. a big = ~ s = ey: Be ears J es re 3 es = *B ps ee pig tt 5 as 
Hep Bm : 2 4 Oat eis “fed : cS IR ROMS _ Se ¥£ th ea ’ eae “uae: oe = e a 
OE eR a ety: eee ; Sata sa Beau 2 \ ae eee —— oe ae ey 
wt ae : : : f ‘ ee.) Pee i ee 
rd Se Ad ee - ¥ Tas eects ee! | ite neo eee Ba 3 See ae 
Pe Ls i ee ’ tos « . 2 ee fr S Sa as a 3 PSG Dina Ae) 9 Wee ere me ee ae : eee i : a pawl es es ee oe 2 oe ae 
bogie, Ge on CBP aera ee Drege s: a Be 8 dae, Xo, Can a eg ee ~ age ee eee if Pee ie Nee 
VEC, 25 thee ie uae a @ 3 Me ee oe BP ae ae ‘ yen ee eee a te ee 
Fa ee re me eee eee ee Oe ee” ae ee 
i aah rat a be te ae 4 ‘3a a ie, ; Y RPE ae ete: ee he s Bo a (oh 
Ke eee < F fe ea: Zar : i 7 ee a ae ‘ veges ste Aaa Je ts kes See te ee 


Record-shattering newsstand sales 

far in excess of four million copies 
skyrocketed TSWG circulation 

to a new all-time high for SEPTEMBER! 
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2 35 EAST WACKER DRIVE 


CHICAGO 1, ILLINOIS 
ANdover 3-3042 


serves @ tremendous industry, 
with twenty-five yeors of spec- 
tecular development, and still 
There 


responsive market 


growing steadily. is on 
active and 


 here—ogricultural and industrial 


Clover Lamp to Ray-Hirsch 

Ray-Hirsch Co., New York, has 
been named by Clover Lamp Co., 
Philadelphia, to handle its adver- 
tising. A fall promotion is planned 
using newspaper ads for dealers, 
point of sale aids and insertions in 
national magazines. 


Appoints G. M. Basford Co. 

Thomas & Betts Co., Elizabeth, 
N. J., maker of electrical wire and 
cable connectors, has named G. M. 
Basford Co., New York, to handle 
its advertising. 


‘Lower Birth Rate Seen Leading Toward 
Decline in Demand for Home Furnishings 


Cuicaco, Aug. 26—The demand 
for home furnishings and electric 
appliances will decrease in the 
next eight to ten years. But few 
executives of companies manufac- 
turing these items seem to be 
aware of this fact, according to a 
report by Standard Factors Corp. 

Standard Factors is a corpora- 
‘tion which deals in accounts re- 


Fn Mei ad? vt 


a perfect test market... 


Isolated . . . vigorous . . . relatively unconquered 


is the great and growing Salt Lake City—Ogden 


market—a perfect spot to test your product or your 


advertising. An additional 3,000,000 tourists annu- 


ally increase the potential of this already lucrative 


market. 


Use PACKER “heart of the city’ POSTERS in 
Salt Lake City and Ogden—a thrifty medium in 


a prosperous market. 


UTAH DIVISION 


Hany 4. Packer Co. 


Salt Lake City... Ogden 


Advertising Age, September 1, 1952 


ceivable financing, factoring, in- 
stalment financing, etc. 

According to Theodore H. Sil- 
bert, president of the company, the 
lessening demand is due to fewer 
marriages because of fewer adults 
in the 20-24 marriage-age bracket. 
This follows from the low birth 
rate in the late ’20s and ’30s. 

Married couples who founded 
their own households in the 1948- 
1950 period when housing short- 
ages were somewhat alleviated 
have since furnished their new 
homes. They were partly responsi- 
ble for the 1951 peak furnishings 
and appliances sales, 


s Executives who continue to 
maintain production schedules in 
the belief that the 1951 demand 
will go on at the same rate are in 
for a rude awakening, Mr. Silbert 
said. 

A survey made for the report 
among 158 companies in this field 
showed that few were aware of 
these changes in the composition 
of the population which would af- 
fect their businesses. 

The report suggests several 
measures which can be taken to 
maintain sales volume. 

Building material producers will 
have to emphasize repair and re- 
modeling. Producers of household 
furniture must cast about for other 
items they can manufacture which 
do not go into the home. Makers 
of electrical appliances for the 
home might investigate the mar- 
kets to see whether they can pro- 
duce other household items which 
are still scarce, or they might turn 
to producing items for industry. 


Special Groucho Marx Film 
Made for De Soto-Plymouth 


Filmcraft Productions, Holly- 
wood, has made a special motion 
picture showing the behind-the- 
scenes filming of the Groucho 
Marx television program, “You Bet 
Your Life,” to be presented at the 
annual De Soto-Plymouth dealers 
conventions to be held during Sep- 
tember in New York, Chicago, De- 
troit and other major cities. 

Reversing the cameras and fo- 
cusing them on the agency man, 
cameraman, grips and technicians, 
the picture shows how the entire 
weekly production is prepared, 
staged, filmed and edited. Narra- 
tion is by Groucho Marx. 


Berle Returns in New Format 


Milton Berle will return with the 
hour-long “Texaco Star Theater” 
on Tuesday, Sept. 16, at 8 p.m., 
EST, over NBC television network. 
Texas Co.—via Kudner Agency— 
continues its sponsorship. The 
show, which will be seen three out 
of every four weeks only, has a 
new format in which Uncle Miltie 
will no longer play the role of em- 
cee and the number of guest vari- 
ety acts will be reduced, Buick Di- 
vision of General Motors Corp., 
also through Kudner, will present 
a new program in the 8-9 time 
slot during the fourth week. 


Duo-Therm Names Hosmer 
Max Hosmer, formerly with the 
engineering department, has been 
named assistant advertising man- 
ager of the Duo-Therm division 
of Motor Wheel Corp., Lansing, 


money-saving way! 


Business men everywhere use FOTOTYPE { 
to beat high type costs. A sure, quick ' 
way of preparing copy for offset or any 


photographic reproduction. Anyone 
can doa professional job (A stenog 
fapher set this entire ad). Send 
for free catalog.over 100styles 
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Gemutlichkeit and Fast Base Running 
Account for Rise of Miller's Beer 


(Continued from Page 1) 
High Life that crosses the counter 
today is virtually the same as the 
bottle that was sold in 1900. About 
the only thing changed is the dress 
on the Miller High Life girl. 

At the end of the war, when 
Frederick C. Miller took over the 
leadership of the brewery, the 
expansion program received a fi- 
nal okay. Miller executives helped 
design the equipment that went 
into the new buildings and not 
a cent was borrowed to finance 
the expansion program, which has 
made Miller Brewing Co. one of 
the most modern breweries in 
America. 


s Ex-All-American tackle Fred 
Miller, now 46, summarizes Mill- 
er’s approach in these words: “We 
don’t watch to 
see how the other 
fellows do it—we 
have a yearning 
to be original.” 

And Norman 
Klug, v.p. of the 
brewery, whose 
mild manner and 
pleasant person- 
ality conceal a 
steel-trap mind, 
puts it this way: 
“We're duly ap- 
preciative of the value of tradition, 
but we’re not bound by it.” 

How did Miller boost its sales 
volume from 805,659 barrels in 
1947 to 2,612,531 barrels in 1951? 
What sparked its rise from 2lst 
place among the leading breweries 
to sixth position in a few short 
years? 


Fred Miller 


@ The answer is not a simple one. 

Part of it is the quality of the 
product and the beauty of the bot- 
tle. 

Part of it is a feeling for people. 
When Fred Miller dedicated the 
new additions he declared: “This 
brewery isn’t built of bricks and 
steel and mortar and concrete. It 
has been built with men and it 


Vernon Mullen 


Norman Klug 


will continue to be built with men. 
Men are the only things that guar- 
antee progress.” 

Part of the reason for Miller’s 
spectacular rise is found in the 
sales and advertising approach. 

In addition to Fred Miller and 
Norman Klug, the top management 
echelon also consists of V.P. Mrs. 
Lorraine Mulberger, like Fred a 
grandchild of the founder, and V.P. 
Edward Huber, internationally 
known master brewer. 


# Working directly under them is 
the promotion team that is spark- 
ing Miller’s development. It con- 
sists of three people: Paul E. Muel- 
ler, general sales manager; Vernon 
S. Mullen Jr., advertising manager, 
and C. A. “Matty” Mathisson, pres- 
ident of Mathisson & Associates, 
Miller’s agency. 

There is no apparent dividing 
line between the company and its 
agency. When Vern Mullen is out 
of town on an extensive trip, Matty 
takes over his desk in the brewery 
—and he has been known to take 
the client’s side of a discussion 
while talking with his own agency. 
When Mr. Mathisson is out of 
town, Mr. Mullen turns the tables. 


| 


C. A. Mathisson 


Paul Mueller 


most interesting aspects of the 
Miller promotion operation—the 
fact that everyone concerned with 
marketing states the objectives in 
almost exactly the same way and 
thinks along the same lines. 


s It’s almost uncanny to find such 
complete agreement on objectives, 
problems and methods among top 
management, advertising depart- 
ment and agency. 

Mr. Miller is convinced that the 
American public appreciates qual- 
ity. And he believes that people 
react to a friendly, dignified ap- 
proach. He is also convinced that, 
without liaison, the advertising 
program cannot be completely suc- 
cessful. 

Net result is that Mr. Miller and 
Mr. Klug meet with the promotion 
team almost daily. Each step of the 
program is examined carefully in 


terms of market conditions, pro-| 


duction possibilities and sales re- 
sults. 


s In short, everything from market 
forecasts to product sales trends 
is meshed in a smooth-running 
mechanism—and everyone con- 
cerned knows at any given time 
just how each part is functioning. 

Many competitors smile conde- 


;scendingly when Miller’s adver- 


tising program is mentioned. Many 
frankly don’t see why any brewery 
should advertise the way Miller 
does. Some are frankly contemptu- 
ous. But the contempt and the con- 
descension and the skepticism are 


|rapidly fading as Miller’s sales 


continue to increase. 

There’s a reason for everything 
that is done at Miller Brewing Co. 
—a good reason. There is a definite 
objective—a measurable objective. 

For example, five years ago, 
when the expansion program was 
charted, the sales and advertising 
programs also were laid out. Every 
detail was planned in advance. At 


| the same time, it was kept flexible 
}enough to fit conditions. The re- 


sults speak for themselves. 


@ The current advertising budget 
breaks down as follows (Miller 
consistently declines to tell how the 
money is spent but AA is confident 
of these estimates): $2,000,000. for 
radio and TV; $850,000 for national 
magazines; $1,100,000 for outdoor; 
$100,000 for newspapers; $1,500,000 
for point of purchase, and $1,000,- 
000 for display, including neon 
signs, road signs and identification 
signs—a total of about $6,550,000. 

While the budget allocation it- 
self may lift a few eyebrows, a 
more important fact is Miller’s un- 
orthodox decision to concentrate 
advertising during the months 
when beer consumption normally 
is off. 

Despite the wishful thinking of 
brewers throughout America, beer 
is still a summer beverage. In some 
of the eastern breweries, where 
draft beer still is important (New 
York is one of the few important 
draft beer markets remaining), as 
much as 80% of the entire annual 
production is sold during the four 
summer months. 

Miller’s top management team 
reasoned logically that this is an 


perishable commodity. It is impos- 
sible to store it for a great length 
of time. Thus the only way that 
the production curve can be 
smoothed out is to smooth out the 
sales curve. 


® This became one of Miller's ob- 
jectives. And the brewery has been 
remarkably successful. Because of 
the fact that it schedules almost no 
magazine, radio or TV advertising 
during the summer months when 
other breweries are pushing hard, 
it has offset the normal summer 
sales bulge. Today, Miller Brewing 
Co. sells only 55% of its output 
| . 

;during the summer months ,and 


manages to market almost 45% of! 


its production during the “off sea- 
son.” This is one of the brewery’s 
;most important “secret weapons.” 

But there are others. Take the 
Miller “prestige” ads that many 
brewers find incomprehensible. 
|The latest step along this line, of 
|course, is the new series of what 


|ad manager Vern Mullen calls “ul- | 


tra high style” ads in Vogue and 
| Harper’s Bazaar. 


8 Why should a brewery run high 
style copy in Vogue and Harper’s 
Bazaar? “If you look at beer sales 
figures during the past decade,” 
Matty Mathisson will tell you, 
“you will see the tremendous in- 
crease in beer sales through food 
stores. 

“This means that beer for the 
|first time is available to the vast 
majority of women—including mil- 
lions of them who do their pur- 
|chasing in food stores and similar 
| outlets. 


\illac,”” Matty continues, “but ’most 
‘everyone would like to have one. 
|When it comes to beer, everyone 
can have the best—Miller’s. And 
that’s the idea we want to get 
across.” 


8 “You see,” Vern Mullen explains, 
“we are trying to get more people 
to drink beer, rather than to get 


beer drinkers to drink more beer. | 
Leadership still starts at the top, 


in spite of the last two decades. 
Thus, we are trying to establish a 
place for Miller’s in homes where 
|normally beer might not be a pop- 


Champagne of y 


tt, 


MILLER’S OUTDOOR AND P. O. P.—One of Miller Brewing Co.'s 

f pieces is the champagne bucket 
4 , : with plastic ice cubes. It has tried to discontinue the display 
This helps explain one of theuneconomic situation. Beer is @ but retailers refuse. The gold shadow box with a twist of barley 


| point of purch 


ular beverage. And, by inference) all Miller magazine insertions). 


and implication, we’re depending One featured various types of 
on the prestige appeal to create a guns; another highlighted various 
quality preference demand in other types of fishing rods and reels, 
homes.” and stili others various types of 

The “ultra” series is an out- game. 
growth of another campaign which) Again, copy implied that while 
started about two years ago in there are many recreations, an in- 
Cosmopolitan, Esquire, Gourmet, dividual usually has a favorite, 
Holiday, The New Yorker and and “in beer too there’s only one 
Time. This series also attempts to! favorite...To many, that favorite 
cultivate the idea that Miller High|is Miller High Life—national 
Life is a definite part of gracious champion of quality.” 
living. 

All ads are headed, “Traditional- # On the typical schedule can be 
ly the finest.” One was devoted found American Legion, Argosy, 
to meats—buffet style—and’ anoth- Eagles, Elks, Outdoor Life, Sports 
er to sea foods. Next, the ads fea- Afield, Fishing Annual, True, 
tured specialty dishes from Latin) VFW, Sport, Saga and True De- 
America, Holland, Switzerland and | tective. 
other countries. Currently, the se- Since the sporting series started, 
ries is highlighting foods that are the copy has been humanized and 
traditional in various parts of the human interest touches have been 
U.S. added. This fall, for example, the 

| brewery will run an ad on turkey 
® A third series runs in such mag- | bowling—an event familiar to ev- 
azines as American, Better Living, ery member of a bowling league. 
Collier's, McCall’s and Today’s Magazine editorial content is 
Woman. generally directed to specific read- 

Theme of this series when it er interest and Miller capitalizes 
started two years ago (this was be- on this policy by running adver- 
fore Miller’s was distributed na-|tisements designed to appeal to 
tionally) was “all walks of life.” selected readers of all types of 
A wide variety of people in all oc- | magazines—sport, mass, class, etc. 
cupations were shown engaged in’ As pointed out previously, the 
many different activities. Copy! insertion dates for the magazine 
stressed the differences in outlook, | ads are quite significant. First copy 
but the similarity in a taste for| appears in September and October 
Miller High Life. and insertions build up to a peak 

After a year, the series was in-| push in November and December. 
terrupted in order to run an ad) Magazine ads continue Seoul in 
boosting the annual fall cheese | February and March and tapefoff 
festival. Beer and cheese seemed |a bit in April and May. Nonejare 
like a natural combination, and| scheduled during the su er 


| the agency proceeded accordingly. when beer sales are at their k. 
“Not everyone can afford a Cad- 


Ads sponsored cooperatively by 

several food manufacturers were 8 Radio and TV coverage par@llel 
receiving a great deal of publicity this fall-winter-spring pat ; 
at this time in the advertising Last year, Miller had TV shows in 
trade press. But the Miller strate- | almost every video market. “ 
gists reasoned that it would be sade in the Pacific” played) 23 
best to tie in with an entire in-| cities and the company us a 
dustry rather than with one manu- | sportsman’s show and spots in 
facturer. Net result was a spectac- er areas. 
ularly successful ad, and the “re- In addition, Miller spon 
lated foods” series is still running. broadcasts of the Green Bay P’ 

ers in the Midwest; the Phila 


s About two years ago, Miller| phia Eagles in the Mid-Atl 


launched another magazine pro- area, and the New York G 
motion in sport and men’s maga- in the New York and New Eng 
zines. The campaign opened with area. 

still-life ads (in four colors, as are 


Until 1950, Miller also spons: 


is the current piece. Also included is a shadow box back bar 
display; a sterling silver buffet piece for window display; an 


o silo sian—one of the brewery’s most successful programs. 


outdoor poster accenting Miller's identification with sports, and 
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Lawrence Welk (and his orches- 
tra), who toured the country for 
High Life until Welk wearied of 
one-night stands. Since that time, 
Miller has supplemented its TV 
coverage with a variety of radio 
shows, including (this past win- 
ter) news broadcasts on the Don 
Lee net; a 15-minute sport show 
on the Intermountain Network and 
Robert F. Hurleigh and the News” 
yn 276 Mutual stations 


® The company attempted to lo- 
calize its shows in order to give 
local support to distributors where 
needed and because its new pack- 
ages (the split, non-returnable 
bottle and quart) were introduced 
in different markets at different 
times 

In 1950, the company added the 
“split’—a six-ounce _ bottle—in 
Milwaukee and Sacramento, Cal., 
which for some reason is a good 
split market. Distribution of the 
split was gradually extended un- 
ti! now it is sold wherever it is 
legal 

In 1951, the brewery added a 
non-returnable 12 oz. bottle and 
a quart, Last October, a family of | 
six-bottle carry home packages 
was introduced. These packages 
will get the heavy play during the 
fall and winter season on radio 
and TV and in newspaper supple- 
ment ads 


Siler has scheduled a new 
Magch of Time TV series this fall 
in @bout 50 markets. It will be a 
detumentary, “something differ- 
entand something worth while,” 
Verm Mullen explains. The tenta- 
tive first show, for example, will 
analyze the electoral college sys- 
tem) and explain its origin and 
fun@tions. Commercials will open 
andgclose the show. There will be 


. commercial 


Mathisson insists that “the 
commercials will include no beer 
guzg@ling or lip smacking. We're 
nee dalking just yet about what the 
cofMPercials will be like. But I 
Cai Promise you that they will be 
Wiibsome and non-irritating.” 

® ImMaddition, Miller will co-spon- 
sor the New York Giant football 
gamés in cooperation with Atlantic 
Refiging Co. in New York and 
throfghout New England (both 
radié and TV). And the Philadel- 
phia) Eagles’ contests will be aired 
in Fhiladelphia, Wilmington and 
Lam@aster, Pa., on both AM and TV. 
Miller also will pick up the tab for 


the Green Bay Packers’ games on 
stations in Minnesota, Wisconsin 
and Upper Michigan. 

Next year, as it did last year, 
Miller also will sponsor the Mil- 
waukee Hawks, professional bas- 
ketball team, and Marquette Uni- 
versity football and basketball 
broadcasts. 

Again this fall Miller will spon- 
sor the Worlds Professional Cham- 
pionship football game on a coast- 
to-coast radio and TV network. 

The company also is looking for 
a radio show to supplement its TV 
coverage and is giving serious con- 
sideration to network radio—either 
regional or on a full network basis. 


@ One of the brewery’s proudest 
accomplishments is its develop- 
ment of point of purchase adver- 
tising. Hundreds of thousands of 
the familiar Miller 
champagne buckets filled with 
plastic ice cubes and a Miller's 


High Life| 


High Life bottle have been distrib- | 


uted. The display has been so pop- 
ular that Miller finds it impossible 
to discontinue it. 

The most recent point of pur- 
chase piece is an attractive gold 
shadow box with a Miller’s bottle 
and a twist of barley against a 
black background. 


@ Window signs are an important 
item of expense to any brewer. 
Miller is no exception, since it pays 
the full cost (from $15 to $25) of 
each sign. The company recog- 
nizes the value of such signs, but 
it also admits that in new markets 
it is weak compared to brewers 
who have been working on sign 
placements for years. 

The company devotes an un- 
usual amount of attention to its 
p.o.p. pieces, partly to offset the 
weakness in neon signs, but main- 
ly because it appreciates the pow- 
er of interior advertising and 
merchandising display. 


8 This year, Miller also embarked 
on a national 24-sheet program for 
the first time and now is in 35 
states (it hopes to expand to all 
48 by next year). 

The posters are supplemented 
by an intensive painted bulletin 
and spectacular program. At the 
present time, the brewery has 100 
key painted board locations and 
54 spectaculars. It has done exten- 
sive work with black light and has 
a Scotchlite hishway sign program 
with National Advertising Co. that 
is being expanded steadily. 


\\ 


Hien bare” 


KEY TO MILLER’S AD PHILOSOPHY—The two ads shown here illustrate Miller's 
unusual opproach. The ad with the meats, running in American Magazine, Collier's, 
McCall's and other publications, shows how Miller ties in with other foods but not 
with individual food companies. The high style, “traditionally” series typifies the 


huildi 


brewery’s concern for 


The object of Miller’s outdoor 
program is to provide instant iden- 
tification—to let motorists know 
that Miller High Life is available. 
The company feels that the best 
way to tell tourists—and local res- 
idents—about Miller’s availability, 
aside from radio spots, is through 
outdoor advertising. 


8 Miller Brewing Co. was one of 
the first advertisers to use barns 
and silos extensively, and it cur- 
rently is conducting a campaign 
to paint silos with the slogan, 
“Miller High Life—Wonderful with 
Wisconsin Cheese.” The program 
has a limited potential, however, 
because silos are confined to a 
relatively small portion of the 
country. 

Possibly the most impressive 
evidence that “Miller does things 
differently” is the manner in which 
the brewery opened new markets 
during the past few years. It used 
little local announcement advertis- 
ing during its entry, depending al- 
most entirely upon the effect of 
its magazine promotion and its 
reputation to do the introductory 
advertising job. 

Let sales manager Paul Mueller 
tell the story. “After the manage- 
ment approved the sales expan- 
sion program, the sales and adver- 
tising departments set up a com- 
prehensive plan and a timetable. 
And then we followed the plan. 

“In 1947, Miller had 155 dis- 


go Ld 
inine food store 


for quality and appealing to fem- 
shoppers. 


tributors in 28 states. In 1948, the 
company had 175 distributors in 
28 states and was about set for 
the big push. 

“In 1949, 130 new distributors 
were appointed (we had some 22,- 
000 applications) and the company 
expanded to 34 states. By 1950, we 
were in all 48 states and Hawaii.” 

AA's reporter asked Mr. Muel- 
ler if he had encountered any spe- 
cial problems. “Yes,” he replied, 
“we had a very difficult problem. 
Our problem was producing 
enough beer to meet the demand.” 

In June, 1951, the sales organi- 
zation was split into 16 divisions, 
with offices in major cities and 
a division manager and sales rep- 
resentatives in each division. At 
the same time, the merchandising 
department was created and was 
equipped with 20 new station wag- 
ons. An international division also 
was established. 


® Primarily because the company 
was expanding its national adver- 
tising program, funds for local 
market announcement campaigns 
were sometimes short. In some 
cases, distributors did some an- 
nouncement advertising. But in 
most instances, Miller depended 
upon its national ad program (and 
a limited amount of outdoor, radio 
spots and newspaper ads) to her- 
ald the fact that Miller’s High Life 
was available to the local burghers. 

But sales soared—in market 


FIVE YEAR SALES COMPARISON OF 25 LEADING BREWERIES 
SALES REPORTED IN BARRELS 


1951 1950 1949 1948 1947 
1. Seblitz (2) 5,716,000 Schlitz (2) . ia 5,096,840 — Schlitz (2) eeecennnennnennnen- 4,672,879 Schlitz vessenee 4,279,535 Schlitz —- 
2. Anheuser-Busch (2) 5,479,314 Anheuser-Busch . 4,888,732 Anheuser-Busch __ _.. 4,597,000 _—~P. Ballantine 4,140,000 Pabst (3) 3,731,585 
5. Pabst (4) 4,450,000 Ballantine .. 4,374,836 Ballantine ewwee 4,514,000 7 = a-eevee 4,100,000 i I cecenctcees 3,726,000 
4 Ballantine 4,065,514 = Pabst (3)... 3,418,677 Pabst (3) —............. .. 4,048,000 = Anheuser-Busch 00... 4,050,000 Anheuser-Busch... 3,608,738 
5. Liebmann (3) 2,800,000 Schaefer (2) . 2,772,000 = Falstaff (4) . 2,500,000 = Falstaff (4) anne 2,303,000 ~—-F. & M. Schaefer _. 2,400,000 
6 MILLER 2,612,531 — Liebmann Bros. 2,663,000 Schaefer sesssssssemeee 1,927,000  F. & M. Schaefer scone 2,250,000  Liebmann (2)... 2,100,000 
7. Schaefer (2) 2 esd Falstaff (5) .. 2,286,707 — Liebmann (2) ........--. 1,875,000 —_Liebmann (2) sexscsseseeeeee 2,110,000 Ruppert —— 
& Falstaff (5) . 2,294,882 MILLER ___ 2,105,706 Blatz sme 1,597,759 Ruppert ———— Falstaff (4) .. 1,650,000 
9 Blatz - 1,800,096 —_Blatz . 1,740,711 | Pfeiffer enewsssvseme 1,459,617 —_ BBlatz J OS scnitieate senee 1,491,205 
10. Pfeiffer (2) 1,574,919 Pfeiffer (2) ... 1,618,077 Griesedieck-Western (2) ...... 1,436,000 Griesedieck-Western (2) —.. 1,320,000 CD conn: 
11. Ruppert (2) 1,525,000 — Griesedieck-Western (2) 1,442,167 | MILLER 1,329,691 = Fort Pitt (2) enn 1,202,397 Duquesne .................. ... 1,167,000 
12. Goebel (2) 1,426,776 Goebel (4) ~. 1,258,000 Fort Pitt (2) ... sees 1,177,189 Griesedieck-Western .. 1,153,980 
13. Griesedeich-Western (3) .. 1,418,429 — Ruppert (2) 1,253,025 Duquesne (3)... 1,176,208 . 1,110,000  Trommer (2) ............... 1,082,500 
14. Lucky Lager (3) . 1,241,515 — Lucky Lager (3) 1,096,039 Ruppert (2) - _. 1,174,000 1,098,724 Theo. Hamm —_. . 1,000,000 
15. Hamm's . 1,150,000  Trommer, N. ¥ 1,090,000 Terre Haute . 1,150,000 ] Pfeiffer (2) avwnwee 1,093,664 Red Top (2) 985,000 
16. Schmidt . 1,115,734 Duquesne (2) . 1,083,898 Goebel (4) —----------— smc 1,147,900 [| Goebel (3) 2. 1,022,000 Fort Pitt (2)... 979,432 
17. Piel " .. 1,100,000 ©. Schmidt 7 .. 1,068,180  C. Schmidt 1,999,191 | Trommer (2) 0 1,011,199 = C. Schmidt 2. 969,691 
18. Duquesne . 1,094,000 Hamm 1,052,984 Tromumer (2) enone 1,136,000 Terre Haute . es Goedel (3) nneceeennesneeecemee 897,000 
19. San Francisco 837,750 Terre Haute . 971,000) Hamm ee 1,100,000 | MILLER 910,705 Stroh ‘ 877,000 
20. Griesedieck Bros. . 820,000 Fort Pitt (2) 963,278 Krmeger cere 950,000 Acme (2) eee 862,873 | MILLER -. 805,659 
QD, Red TOP een (819,300 Pittsburgh Brg. (2) 825,000 — Lucky Lager (2) - 960,000 Red Top (2) + 855,000 Pfeiffer (2) —............. 779,998 
te TR ean - 802,269 Griesedieck Bros $10,000 Red Top ............- 785,000 Stroh a Terre Haute ........ 743,000 
23. Gunther 800,000 = Krueger (2) 780,000 Pittsburgh 2... 756,000 Los Angeles (Pabst)... 748,929 Stegmaier _.... - 727,243 
4 Drewery’s 771,890 Red Top 769,300 Griesedieck Bros. .......... 700,000 Sick's - 731,430 Minneapolis - 704,000 
25. Genesee 730,000 Piel Bros 767,000 a General Brewing .. ~- 693,771 Brewing Corporation .......... 693,341 


MILLER'S RISE—In 


1947, when Miller Brewing Co. launched its $27,000,000 expon- 


sien progrom, the brewery produced 805,659 barrels of beer. The stairs from year 


to year show 
Miller plans to top 3,000,000 barrels. 


Advertising Age, September 1, 1952 


after market. The goal this year is 
3,000,000 barrels, and it now looks 
as if the brewery will overshoot 
the mark. With sales demand con- 
tinuing to exceed production ca- 
pacity, Miller Brewing Co. soon 
will have to decide wheth- 
er to expand still further. Al- 
though Fred Miller and Norman 
Klug are reluctant to discuss fu- 
ture plans, they admit that care- 
ful planning is being done. 


® To understand the many things 
| that set Miller apart, it is neces- 
sary to understand Fred Miller. 
He’s the grandson of the founder; 
captained the Milwaukee Country 
Day school football team for three 
| years; captained the Notre Dame 
| football team (earning All-Ameri- 
|can honors in 1926 and 1928) and 
graduated cum laude with the 
highest scholastic average of any 
| monogram winner. 

| He joined the brewery in 1936 
| as v.p. and a member of the board, 
and became president in May, 
1947. He commutes daily from his 
|home on the shores of Oconomo- 
| woe Lake and flies his own plane 
| to Phoenix in the winter to spend 
weekends with his wife and eight 
children. 


|@ Fred Miller plays handball every 

noon (he’s a championship player) 
and likes to see his top executive 
team in top physical condition at 
all times. He is an ardent sports- 
man and the men he has picked 
to help him have a genuine inter- 
est in fishing, hunting, baseball, 
football and basketball. 

Lean, tan and alert, Fred Miller 
will converse freely on almost 
any subject. But he’s a bit reticent 
about his civic and public service 
activities. He believes that busi- 
ness leaders have a responsibility 
to take an interest in industry and 

;community affairs. 

Currently, he is a director and 
secretary of the Milwaukee Ath- 
letic Club, president of the Mil- 
waukee Brewers Assn., director 
and member of the executive com- 
mittee of the U. S. Brewers Foun- 
dation and chairman of its public 
relations committee. In addition, 
almost any civic, charitable, re- 
ligious or educational drive will 
find Fred Miller in the van. 


s Actually, his friends will tell 
| you, he especially prizes two hon- 
lors. He is honorary coach of the 
| Green Bay Packers and honorary 

assistant to Fred Leahy of Notre 
| Dame. 

| Fred Miller still has hopes of 

bringing a major league baseball 

team to Milwaukee. (He has just 
| signed a contract to build a $75,- 
000 scoreboard for the new Mil- 
waukee stadium and pay the coun- 
ty $50,000 for exclusive advertis- 
ing rights on it until the end of 

1960.) And, as everyone knows, he 
is directly responsible for the fact 
that Milwaukee has a professional 
basketball team. When the oppor- 
tunity came, it took him exactly 
ten seconds to decide to lend the 
financial support necessary to 
bring the Hawks to Milwaukee. 

That’s one reason Miller’s beer 
is popular with sports fans. They 
appreciate what Fred Miller has 
done for sports. 


s There’s a warmth in Fred Mil- 
ler’s measured words as he ex- 
plains his philosophy as a brewer— 
“Today, beer is a normal staple 
item,” he will tell you. “It’s the 
accepted beverage of moderation. 
Somehow beer seems to blend with 
gracious living, whether in the 
home, tavern, restaurant or at 
sporting events. 

“Tt has a fitting place with meals. 
|It’s a friendly beverage, earthy 
jin nature, and satisfying to all 
types of people.” 
| You can see him resist the temp- 
tation for a moment, but then he’ll 
break into a broad grin and add, 


how the brewery’s output has increased since that time. This year, oe life with Miller High 
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NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Sal Organization of 500 capable Photo-Re 
; porters provides effective way to obtain 
on-location photos, case histories, stories, 
testimonials and releases. Write 
SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


Promotes ]. Edward Coombes 

J. Edward Coombes, account ex- 
ecutive, has been promoted to gen- 
eral manager of Price, Robinson 
& Frank, Chicago. Before joining 
the agency in 1950 he was director 
of advertising, market research and 
public relations of the Jelke divi- 
sion of Lever Bros. Co 


An Independent Newspaper 
Morning end Sunday 


YOURS FOR THE ASKING 


BIG PACKAGE FOR ‘52 


; 16 pages crammed full of factual information on El Paso 
and the Fabulous Southwest. Latest population and family 
estimates for a 24 county area plus retail, food, drug, auto 
sales by towns and counties and family coverage of the El 
Paso Times and Herald-Post in the Fabulous Southwest. 

rs FOR YOUR FREE COPY 

Write General Advertising Department, Newspaper Print- 
ing Corporation, El Paso, Texas. 


a CGhe £1 Pasu Times El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘has been a strong 


On the 
publication date 
of this magazine, 
U.S. population 
r@ached ree s 


* 


aoe 


“Y 


Every month, in fact, your potential ULS. 


mar ket grows by 


are people moving up the economic ladder 


people who may never have heard of 


ady ertising story over and over and over again! 


ce What's the most eflicient way to cover this 


es ever-changing market? Radio! 


0500000 00 


240,000 customers. They 


your product. You have to keep telling your 


WESTINGHOUSE 


Dickstein Heads Ad. Sales 
Promotion for Ever Ready 


motion director of Haire Publish- 
ing Co. New York, has been 
named advertis- 
ing and sales pro- 
motion director 
of Ever Ready 
Label Corp., New 
York. 

Mr. Dickstein 
advocate of the 
trade paper func- 
tion on a national 
basis and was ac- 
tive on the pro- 
motion and mer- 
chandising com- 
mittees of the Associated Business 
Publications. 


Sol K. Dickstein 


New TV Quiz Show to Bow 

A new panel quiz show, “Where 
Was 1?” will start Tuesday, Sept. 
2, 9-9:30 p.m., EST, over the Du- 
Mont Television Network. Wine 
Corp. of America (Mogen David 
wine), Chicago, will sponsor it via 
Weiss & Geller, Chicago. The show 
replaces “Charlie Wild, Detective.” 


DO 00 OCO0OO 


It's the only 


RADIO 


$ 
aa im MIGRANT EVERY ve 
fe) EMIGRANT EVERY 17 
NET GAIN- | every '3 sec. 


000000090 


Every 13 seconds the population 
shows a net gain of one person, 
according to this “electric score- 
board" in the Commerce Dept. 


STATIONS 


“ew 
——“_. 


medium that reaches 96 percent of all homes. 
And for the most effective use of radio, with 
practical help in program selection and pro- 
motional activities, depend on Westinghouse 
radio stations. They are at your service in six 
of the nation’s leading sales-areas: Boston, 
Springfield, Philadelphia, Pittsburgh, Fort 


Wayne, and Portland, Oregon. 


Ine 


me KDKA - KYW - KEX - WBZ - WBZA - WOWO - WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 
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Agency Man Garfield Opens L. A. Branch 
Sol K. Dickstein, formerly pro- to Meet Problems of ‘Consumer Regionalism’ 


Los ANGELES, Aug. 27—Consum- 
er regionalism as it affects product 
development and merchandising is 
the “great new issue in American 
distribution,” Sidney Garfield, 
president, Hirshon-Garfield, New 
York advertising agency, declared 
here yesterday. 

Mr. Garfield said he will soon 
announce the opening of an office 
in Los Angeles to apply the prin- 
ciples of consumer regionalism for 
present clients, and also for clients 
in this area. 

Discussing reasons for the move, 

| Mr. Garfield asserted the distribu- 
tional problems of the regional 
manufacturer, particularly West 
Coast organizations, have taken on 
new and complicated forms. 

“In the early years of manufac- 
turing,” he said, “the regional 


manufacturer was able to secure 
the necessary sales volume from! 


the region in which he operated. 

“However, many of these man- 

ufacturers have grown to the point 
where national distribution is nec- 
| essary. Some have been successful 
| in achieving this. But the problem 
|}of national distribution itself has 
undergone significant changes in 
recent years which have not been 
| recognized.” 

|@ Mr. Garfield said that when style 
}or other change is a factor, the 
}element of consumer regionalism 
|}is becoming a growing influence. 
|He uses “consumer regionalism” 
|to describe “the very solid fact 
| that there are at least five major 
| geographical areas in which people 
live their own lives without spe- 
cific regard for the living habits 
of the rest of America.” 

The five areas are the West 
Coast, Southwest, Southeast, New 
England and the Midwest. In these 
areas, he said, sharp divisions in 
weather alone make different mar- 
keting approaches necessary. 

Taking style as an example, Mr. 
Garfield pointed out that the cal- 
endar location of “spring” does not 
agree at all with the weather ac- 
tuality in each of the five areas. 
Spring in New York can be three 
months away from spring in Flor- 
ida. Thus, he says, a national mag- 
azine ad concerned with spring 
styles is basically ineffective be- 
| cause of the factor of timing alone. 
This does not take into account 


other important factors of geog- 
raphy, living habits, etc., which 
are also regional in character. 


8 Regionalism takes on added im- 
portance in the light of steadily 
rising advertising costs, Mr. Gar- 
field said. These costs make it in- 
creasingly difficult for any but the 
largest advertisers to do an effec- 
tive national job. Because of this 
Hirshon-Garfield has been rec- 
ommending the adoption of the 
regionalism concept by its clients. 
As a result, Mr. Garfield said, 
many of his clients have channeled 
their advertising into selected mar- 
kets rather than trying to cover 
the whole country. This is a choice 
between doing a limited job effec- 
tively, as compared with an inef- 
fective national job, Mr. Garfield 
commented. 
| He said the principle of consum- 
er regionalism “will upset many 
lcurrent concepts of advertising, 
l'and affect advertising issues in 
selection of media, copy, timing 
and items to be advertised.” 


Stanley Works Boosts Bauman 

Carl S. Bauman, sales represent- 
ative for Stanley Works, New Brit- 
ain, Conn., maker of hardware 
tools and other steel products, has 
been promoted to assistant general 
sales manager and will be respon- 
sible for assisting, directing and 
supervising the field sales organi- 
zation. Curtis W. Christ, assistant 
general sales manager, will con- 
tinue his activities at New Britain 
headquarters. 


Gilbert Rejoins WGAR 

Glenn W. Gilbert has rejoined 
the sales staff of WGAR, Cleve- 
land, after 18 months of active duty 
in the Air Force. 


We assist our publishers 
to sell advertising space 
more profitably. If this 
interests you, it interests 


A specialized service 
for publishers. 


D rbllen and Rutherford 
230 EAST OHIO ST., CHICAGO 11, ILL. 
Telephone WHitehal! 4-6715 


COLLINS, 
MILLER 


HUTCHINGS, 


207 NORTH MICHIGAN AVENUE 


success of 


ompetition of quality... 
as well as quantity .~ . is funda- 
mental to success in advertising. 


At C. M. & H. we contribute to the 


many national advertising 


programs the indispensable factor 


i. of fine photoengraving. 


“CHICAGO 1 
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Advertising Age 
has the largest net paid 


circulation ever attained by any 


advertising publication 


With so many talking about circulation records, it seems no more than fitting that we should mention this fact hee. 


But our pride is not stretched to bursting. @ We are still far more concerned . . . as we have always been . . . with the 


quality and intensity of AA readership than with mere numbers. @ And we are proudest of the fact that survey after 


survey .. . 30 of them in all . . . proves conclusively that Advertising Age is first in readership in the advertising field. 


*Average total paid circulation, first six months 1952 (ABC) 
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Argus, Los Angeles 
Agency, Bought by 
Gregory & House 


CLEVELAND, Aug. 26—Gregory & 


House has acquired the Argus Ad-} 


vertising Agency, Los Angeles, 
which the Cleveland agency will 
operate as its West Coast branch 

Clarence Horowitz, founder and 


R. Nash & Associates and C. F. 
Peters & Associates. 

Mr. Horowitz launched the Ar- 
gus agency two years ago. He had 
been sales manager of two San 
Francisco radio stations, an ac- 
count executive in a San Francisco 
agency and worked on the city 
desk of the Los Angeles Times. 


|WIAR-TV Promotes Gittleson 


| Norman Gittleson, sales and pro- 


| Rope to Pineapple Growers 


Carl Rope, formerly promotion 
and merchandising manager of the 
Wine Advisory Board, has joined 
the advertising and merchandising 
department of the Pineapple 
Growers’ Assn. of Hawaii, San 
Francisco. 


Keller Joins Robert Walker 
Joseph Keller, formerly account 

executive with George C. McNutt 

Advertising, Oakland, has joined 


president of Argus, becomes a V.p.| gram manager of WJAR-TV, Prov- | the San Francisco office of Robert 


of Gregory & House in charge of 
the Los Angeles operation 

Eighteen Argus accounts—light 
manufacturing, financial and con- 
sumer—are being taken over by 
G&H 

It is the fourth agency to be ab- 
sorbed by the 15-year-old Cleve- 
land firm, which is headed by a 
husband-and-wife combination, 
Bromiley and Honor Gregory 
House. Two years ago they started 
their inter-city operation by ac- 
quiring an agency in Terre Haute. 

Since 1948, G&H has taken over 
two Cleveland agencies—William 


_— 
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DOR MORE PEOPLE 

With MORE MOND 
SFO SPEND 


9-COUNTY MARKET 
with 

HOME FURNISHINGS SALES 

} of 

$19,303,000" 


*Sales Management, 1952 Survey 
, of Buying Power 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow- 
ing market in the South's 
No. 1 state 


The JOURNAL & SENTI- 
NEL are the only papers 
in the South offering a 
Monthly Grocery Inven- 
tory, an ideal test market 


The JOURNAL & SENTI- 
NEL are the only papers 
completely blanketing an 
important 9-county seg- 
ment of North Carolina 


‘Y 
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YOU CAN'T COVER NORTH 
CAROLINA WITHOUT THE 


MVCTH@M0@T@]]]qqmwww} Jett 


National Represedtative: WELLY-SMITH CO, 


idence, has been promoted to 
| manager of television operations. 


W. Walker Co., publishers’ repre- 
sentative. 


Gannett Promotes Gorman 
James H. Gorman, circulation 
manager of the Rochester Demo- 
crat & Chronicle for 16 years, has 
been promoted to circulation di- 
rector of Gannett Newspapers. He 
succeeds the late Matthew G. 


Sullivan. 


Olian Appoints Moseley 


Harman I. (Pat) Moseley, for- 
merly head of his company for the 
production of television package 
shows, has been named television 
and radio director and producer for 
Olian Advertising Co., St. Louis. 
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| Hallicratters to Reynolds 


Hallicrafters Canada Ltd., To- 
ronto, recently organized subsid- 
iary of Hallicrafters Co., Chicago 
maker of radio and _ television 
equipment, has named the Toronto 
office of E. W. Reynolds Ltd. to 


|handle its advertising. 


| WGN Promotes Gates 


Charles Gates, who has been 
with Tribune Co., Chicago, for 25 
years, has been promoted to west- 
ern sales manager for WGN, Chi- 
cago Tribune owned-and-operated 
Mutual outlet. 


YOU NEED THESE FACTS 


ay 
Q _ is the average duplication in readers between 


the first and second publications in 9 major markets 


Ah 


DUPLICATION 


es 


6/ 


Of The Readers Of The No. 1 Business Paper 
Do Not Read The 2nd Paper 


* According to McGraw-Hill 18-company survey . . . the most comprehensive ever 


conducted among men who control and influence industrial buying. 
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Conger Leaves Capehart 

John F. Canger, with Capehart- 
Farnsworth Corp. since 1948, most 
recently as southwest region man- 
ager, has resigned to join a west- 
ern distributing company. A suc- 
cessor te Mr. Conger will be named 
in the near future. 


Appoints Lincoln Miller 

Lincoln W. Miller, v.p. of KXA, 
Seattle, will become assistant to 
Saul Haas, president of Queen 
City Broadcasting Co., operating 
Station KIRO, Seattle CBS outlet, 
on Sept. 1. 
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| Ore. Art Exhibit Set 

Oregon Advertising Art of 1952, 
a selective exhibition of outstand- 
ing current Oregon advertising art, 
will be shown at the Portland Art 
Museum Oct. 17-Nov. 23. Spon- 


sors are the Oregon Advertising | study, produced by the research | yertising manager of The Lion, has 


Club, the Portland Advertising 
| Artists Guild and the Portland Art 
Museum. 


Wilson Leaves Thor Corp. 
M. R. Wilson has resigned as 


general sales manager of Thor. 


Corp., Chicago. No successor has 
been named as yet. 


New Chain Store Guide rectory is available at $15 a copy 
| trom the company at 145 E. 32nd, 


Lists 480 Additional Chains | 
The recently er 1952 = | St, New York 16. 
tion of “Directory of Variety and 
General Merchandise Ghains” lists Foran Joins Bott Agency 
480 additional small chains. The| Wy. Donald Foran, formerly ad- 


department of Chain Store Busi- been named space buyer and pro- | 
— er oe a ay an duction manager of Leo P. Bott 
affiliate o in Store Age, car-| Jr. Advertising, Chicago. 
ries the names of 3,959 chains (op- valeaecise: in ay - 
erating two stores or more) with a_ ’ 
total of 24,771 stores. | Swartz Joins ‘Time 

Executives, buyers and depart-| William A. Swartz, formerly) 
|/ment heads, as well as addresses, | with Holiday, has joined the Bos- 
|are listed for all chains. The di-|ton sales staff of Time. 
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FACTORY 


16% duplication tt 


f 


unduplicated readers of 


MILL & FACTORY 


PLANT ENGINEERING 


7% duplication t 


93% 


readers of 


unduplicated 
MILL & FACTORY 
_ 


+t Source: McGraw-Hill 18-company survey. 


Mill & Factory has an extraordinarily high proportion 


of “exclusive” readership due to 


method. Every reader is selected by a staff of 1,645 men 
who sell machinery, equipment and supplies to industry. 
Mill & Factory claims no monopoly of top-grade read- 
ers. But, as the surveys conclusively show, its different 


Mills Factory 


REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 


0 
, IS if is the highest reader duplication between 
MILL & FACTORY and any of the following publications: 


MACHINERY 
11% duplication + 


89% 
unduplicated readers of 
MILL & FACTORY 


7% duplication t 


93% 84% 
unduplicated readers of unduplicated readers of 
MILL & FACTORY MILL & FACTORY 
tSource: A ite of ind dent surveys made by 


MODERN INDUSTRY 


IRON AGE 
18% duplication f 


AMERICAN MACHINIST 
16% duplication t 


its unique circulation 


large firms selling to the industrial market. 
THERE IS NO SUBSTITUTE FOR MILL & FACTORY BECAUSE... 


circulation method — maintained by men who actually 
sell to industry — enables you to reach a large propor- 
tion of men with proved buying authority who are not 
reached by any one publication employing traditional 
circulation methods. Ask your Mill & Factory represen- 
tative for further details. 
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205 EAST 42n0 STREET * NEW YORK 17. N.Y. 
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Magic Chef Drive 
Has Western Motif 


Sr. Louis, Aug. 29—Magic Chef 
Inc. will use a western motif to 
promote its gas ranges this fall. 

The campaign will be called 
“Old Range Round-Up” and in- 
cludes ads in 15 national maga- 
zines. Magic Chef's Golden Jubilee 
range will be featured with west- 
ern-flavored copy and artwork. 
The trade ads will carry out the 
theme, publicizing the wide se- 
lection of Round-Up material: 
window and _ store decorations, 
traffic! premiums, mailing pieces 
and newspaper mats. 

A series of 13 color movie play- 
lets and six b&w TV spots also 
are being offered to dealers. Pro- 
duced by the Alexander Film Co., 
the films have a “horse-opera” 
touch—with ranch-type_ kitchen 
settings, cowboy duds and western 
music. 

Krupnick & Associates, St. Louis, 
is the agency. 


“Tacoma Coverag 
is Essential for 
Successful Selling” 


says Robert G. MeCabe, 
Merchandise Broker, 
Seattle, Washington 


The ®. G. McCabe Co., Inc, 1 
Fourth Avenue South, Seattle, is 
of the largest food brokerage fi 
in the Northwest representing well- 
known, nationally advertised products. 


“We know from experience that 
Tacoma is an absolute essential 
in selling the dominant Puget 
Sound market of Washington 
State,” Mr. McCabe says. “Un- 
less Tacoma is covered — by 
local, on-the-spot advertising— 
sales promotions fail to get full 
impact. Tacoma is a separate 
and distinct market in itself— 
and mighty important to us.” 


Think twice about Tacomal It's 
@ separate, distinct, important 
market. It's covered ONLY by the 
dominant News Tribune. That's 
why—on Puget Sound—you need 
BOTH Secttle and Tacoma cover- 
age every time. Ask Sowyer, 
Ferguson, Walker Co. 


end K TNT 
Transit Radio 
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Radio Writers Guild Long Dominated 


by Pro-Communists, Senate Unit Told 


(Continued from Page 1) 

Welbourn E. Kelley, who re- 
signed from the guild's eastern 
regional council in 1950 in protest 
against Communist domination, 
described a torrid fight within the 
guild's four-man national execu- 
tive committee in 1947 on the ques- 
tion of signing anti-Communist 
affidavits required by the Taft- 
Hartley lLaw 

“We had just begun negotiations 
with the networks,” he explained. | 
“All of our strike talk, all of our 
union activity talk was if you} 
haven't got a guild shop, you 
haven't got anything... 


es “Then came the Taft-Hartley 


Subsequently, she said, the pro- 
Communists, under Peter Lyon, 
decided that a mistake had been 
made in negotiating with the) 
Four A's, and the thing to do was | 
to go directly to the networks. 

In a letter to national guild 
President Sam Moore in January, 
1947, Miss Knight charged that 
the breakdown in negotiations 
with the Four A’s was caused by | 
refusal of the guild’s national ex- 
ecutive committee to discuss any 
contract containing a sales clause 
of any character. 


s “The refusal to accept improve- 
ments as they were available 
would point to ambition to secure 


EYES ON THE LADY—This male trio hanging on the words of Jeanette LeBrecht 
of the Harry B. Cohen Agency, is Frank Gorman and R. R. Millhiser of Philip 


Morris & Co. and Bert Orde of Redb 


was a Redbook presen- 


tation luncheon in New York's Biltmore. 


all free society.” 


wrote “Theater Guild of the Air” 
for U. S. Steel. More recently he 


Advertising Age, September 1, 1952 


jority,’ the statement from the 
eastern region office of the guild 
said. “Now under cover of congres- 
sional immunity, they are trying to 
disrupt and take over the RWG by 
slander. They will fail again be- 
cause their charges are not true.” 


® The statement continued: 

“The guild has never supported 
any political party, platform or 
| candidate, it has never aligned it- 
self with or supported any Com- 
munist or pro-Communist organi- 
|zation. In compliance with the 
Taft-Hartley Act, the officers of 
the guild signed non-Communist 
affidavits.” 

Meanwhile, Welbourn E. Kelley, 
one of the original guild members 
and an important witness before 
the committee, made public a let- 
ter he wrote Sen. McCarran, com- 
plaining that his testimony as re- 
leased by the committee “does not 
reflect a true picture of all that I 


with non-Communist affidavits as|/and control the guild shop con- ; Bax . 
part of contract certification. The] tract as an objective po ca we # Committee members pressed for has sold scripts to the United Na-| said, nor does it include the prem- 
pro-Communist element in the/chip rather than the present bet- evidence of Communist influence oo and the United Jewish Ap~| ise on which my testimony was 


articulate, and very intelligent, | che declared. SaMiaeeE diet both te aadin OF CO 


immediately decided that a guild} Jn the same letter, she said _ , 
shop wasn’t worth a damn any-|«]¢ is with great concern I have and television, where it is quite ON ONE SHOW: KELLEY 


way. We would not certify, We | heard the growing number of re- 
would strike the agencies to get} ports of discrimination against Ra- 
what we wanted without compli-| dio Writers Guild members by ad- 


s Mr. Kelley's letter stressed that 
. , ; he did not appear voluntarily be- 
ee for ay hare who is NOt; Wasuincton, Aug. 27—Wel-| fore the group but was subpoenaed. 
” i to ental a hearing bourn Kelley, Radio Writers Guild| He said he used the term “pro- 
and to work and to write.” , member who told the Senate in-|Communist” in describing a cer- 
ance and certifying under the| vertising agencies because of mem- Until a recent housecleaning,” | ternal security committee about | tain faction in the Radio Writers 
Taft-Hartley Law.” bership in what they term a Com- she said, “it was pretty generally “pro-Communist” activities among| Guild only at the request of the 
He said the fight over anti-Com-| munist outfit : conceded that almost anything at) ).4io and TV writers, said he knew | Sub-committee’s counsel, Richard 
unist oaths was brought to the “I hoped evidence would prove Columbia Broadcasting System WaS! of only one instance where pro-|Arens, who indicated that “all of 
at a membership meeting.|the operation of this group had going to be very difficult for @/Communist writers slipped the|[my] testimony would remain in 
had, at that time, a member-|peen whelly for the welfare of writer who was not sympathetic! Communist “line” into radio or|confidence... — 
of about 600 in the East, but/the guild and not for any political to the left wing, and that situation | py scripts. | “During this off-the-record dis- 
unfortunately about 60 or 70 at-| motive.” has been corrected I think Colum-| The instance, he said, involved | cussion, Mr. Arens also requested 
tended our membership meetings ‘ bia with great alarm discovered | peter Lyon, identified "today by | that I not refer to a certain faction 
régplarly. They were what you/™ Jn reply, Mr. Moore wrote: “I what was happening, and there isc. pat McCarran, committee| within the guild as ‘left wing,’ a 


wold call the pro-Communist am astounded that anyone who still some evidence of it. | chairman, as “a hard core Com-| term I had been using, but that 
g p ; ; knows the guild could believe it is ; _ | munist.” |for the purpose of clarification I 
“Phey, again, were articulate] qominated by Communists or any|® She mentioned Columbia's “Stu-| Mr. Kelley said Mr. Lyon had/Tefer to the two guild factions as 


and) intelligent. They could pass] other group. .. dio One” as a program which em-| written scripts for du Pont’s “Cav-|‘Pro-Communist and anti-Com- 
alm@st everything they wanted to] «; am not surprised if there is ployed a great “bulk” of leftist! alcade of America.” He asked Mr.| Munist.’ I demurred at this, stating 
ae and then, I would have the/increasing talk from agency | Titers. Kelley to find out why he was/that there were people in the ‘left 
joBBof “oing back to my council] sources to the effect that we are| “Joseph Liss has been employed) being “blacklisted” by Batten,| Wing’ faction for whom I had the 
> the national executive}, radical group, taking orders more than anyone else, and Joseph | Barton, Durstine & Osborn. greatest respect, and who in my 
coumici! and getting it undone and|from Moscow. The spreading of|/-iss is well known as a left-wing! During lunch, Mr. Kelley said,|OPinion were neither Communist 
tighfing to get a ‘contract with the|this kind of rumor is in fact al-|SYmpathizer,” she said. When one| Kenneth Webb and John Driscoll|"r pro-Communist; however, I 
ageBe ics and sponsors most the only weapon that our op-|™akes up lists of writers who are) of the agency started out by saying| agreed to use the terms requested 
© Bibally. the guild agreed to non-|Ponents can find with which to employed by various shows, “you | “not because he is a Communist,|0n the assumption that what I had 
ee oaths, he said, after| fight us, divide us and weaken es one — trom a on Se or not because we think he is a|to say was in confidence and would 
thé @gencies and sponsors said they oo ee begin our battle for a Cc me —_ —— pier anti. | Communist.” —— aoe 
woul refuse to negotiate until the |™inimum basic agreement. enacting Serge x e c Arne “They then proceeded to tell me| 
unidh complied with the Taft-| “What could be simpler: a few one aie oa the A a =a . e. | they had had trouble from a clients “Now that the testimony has 
Hartley Act people drop a word here and there, | * ec vy diffi ~ ay EOD Snowe | about a script which he had writ-| been released I find that because I 
Négotiations were under way and it is effective with those who ~~. < 1 ~~ NEC staff ten. |aeceded to the request of counsel 
witlh the networks and sponsors,|>@ve been impressed with the - elley, gorse . “i a’| “My memory is that it was a|—because I was attempting to co- 
except for five major companies, alarming stuff in the newspapers mee” ond pt 404 © 2 iné S| script about Francis Marion, in operate to the fullest extent with 
“Fos. Coca-Cola, General Mills|#00ut Communist infiltration and naff an . ran seid be Pry By “| ‘Swamp Fox, in which Lyon had an official government body—I am 
andim couple others,” Mr. Kelley |5° forth, and before we know it ag 4 ance om wd "hen Qa | likened Francis Marion to parti-|in the position of publicly criticiz- 
sai when “a group of articulate|W¢ are fighting among ourselves| ‘© a own aes — = : ‘ie ee of the present-day Tito in ing certain members of the Radio 
pro-Communists held a_ secret| ‘© rid ourselves of what we have 1S ie sige son «against an '- | Yugoslavia. That was while the) Writers Guild as pro-Communist. 
meeting and came into a council | been duped into believing is a dan- eo r3 eid q| bors were still in love, before the|1 have no doubt that these people 
meeting with a statement which|Serous stigma.” e ‘a 4 a . om break by Tito. And he had not) will be harmed, an intention fur- 
they had adopted and signed, urg- — dise pe = _ : 18] been called back because his work | thest from my mind. 
ing immediate strike and had set ® Miss Knight pointed out that Mr ae Hs —— . “ — wen Gaenteeey.” “Therefore I respectfully ask 
the time for the strike Moore was subsequently con-| Were too many gp naomi : = that the statements made by me 
“Fortunately,” he said, “the|fronted with a Communist party at the time I - gi” Page ® Committee Staff Director Rich-| which somehow were omitted from 
West Coast had not heard about}®@™d, by a House committee. = ae a. — a rm ard Arens had trouble recognizing the records now be made a part 
this, so they voted against this “There might be some indication a v * tea pail eee BBDO. of that record—namely, that I 
strike called by this rump meet-|that at the time this letter was] fact a yo eg 4 mergel “Would you identify that?” he cannot say of my own knowledge 
written, he was actually a party|he said. was assure a 1S| asked. that any member of the guild is 


ing, and thus we were able to Ba : do with it. and Iam remit 
stop the strike.” member 4 een br it did page phan “Batten, Barton, Durstine and|a Communist.’ 
Previously, the McCarran group} Nt sure ths . ® | Osborn,” Mr. Kelley explained. 
ei ® Ruth Adams Knight, a found-|heard how “anti-Communists,” in-| it up. | “What is that? Is that a com-| Watrous to Tatham-Laird: 
s ing member of the guild, told how|cluding Mr. Kelley, Daisy Amoury > Mr. A . sisted am 
5 i wag 4 z. SEORS Pee. Parker Pen Names Eddy 

the organization borrowed $15,-|and Erik Barnouw, resigned from/@ Scores of writers were men- “God would strike you dead for . 2 
000 from its parent organization,|the eastern regional council after| tioned in the 100-page printed | saying that,” Mr. Kelley quipped. a >. Lea oe 
the Author's Guild, in 1945 the council refused to adopt a res-| volume of testimony and classi- “Is it a booking agency for ‘ile. Wis tes i en aa — yo 

“With that money,” she said.| olution pledging the guild’s sup-| fied by the witnesses in “pro” and | writers?” Mr. Arens asked. pen A poled Ona om 
“the Radio Writers Guild would] port to the U. S. government in the | “anti” groups. No agency or net- “No,” said Mr. Kelley. “It is a|Inc., Chicago, effective Sept. 15. 
assume what they referred to as| world crisis over Korea. work personnel were identified. representative. It is an advertising| After his war service as a Naval 
a militant policy, and they would “The council majority tabled In releasing the testimony, Sen. agency for such sponsors as United 


/ sit down with the Four A’s, which|the resolution,” Paul R. Milton| McCarran commented only on Mr. states Steel, American Tobacco, 
is a loose organization of adver- testified, “claiming it was political! Lyon and Mr. Lampell. Both ap- and that is only the beginning.” 


tising agencies, and try to discuss 
this minimum basic agreement 
which would cover all free lance 
writers in the radio writing field.” 

Under agreement with the 
Author's Guild, she said, “certain 
right wing members who had 
withdrawn from active participa- 
tion” came back actively into the 
negotiations. 

“We spent the greater part of 
two years in almost constant ne- 
gotiations with the Four A’s, and 
at the end we came out with no 
contract,” she said. “The $15,000 
was spent and we were again in 
debt. The whole proceeding was:a 
very dismal failure.” 


iin nature and hence irrelevant to 
the economic welfare of guild 
members.” 

In the guild's election of Novem- 
ber, 1950, the “anti-communist” 
slate, which included Mr. Milton, 
was defeated 5742% to 42%%. 

“Since then,” Mr. Milton said, 
“the national presidency and the 
eastern region council have been 
exclusively in the hands of men 
and women who refused to oppose 
Communism, the mortal enemy of 
our country; who described Com- 
munism as simply another political 
organism when it is, in fact, a 
treasonable apparatus aiming at 
physical and moral sabotage of 


peared before the committee but 
refused to testify on Communist 
front affiliations. 

Mr. Lyon testified, however, 
that he had been a member of 
the guild since 1941, and had done 
work for Office of War Informa- 
tion and the Treasury Department. 
One of his recent assignments as 
a free lance writer was a series 
of scripts for the American Dia- 
betes Assn. 

Mr. Lampell worked on “Pru- 
dential Family Hour” for Benton 
& Bowles in 1943. Following mili- 
tary service, he wrote “The Lone- 
some Train,” broadcast by Nor- 
man Corwin on CBS. In 1947 he 


GUILD DENIES CHARGE; 
“MISQUOTED’—KELLY 

New York, Aug. 28—The Radio 
Writers Guild charged that the 
attack upon the guild and some of 
its members was the “latest in a 
two-year series of efforts by 
self-admitted minority 
rule or ruin this organization.” 

“They have failed to gain con- 
trol of the RWG by the ballot in 
two successive elections; they have 


negotiations and strikes that have 
been approved and won by the ma- 


George A. Eddy David Watrous 


aviator and before joining Parker, 
Mr. Watrous was associated with 
Dancer-Fitzgerald-Sample, on the 
Procter & Gamble account. 

Parker Pen has appointed 
George A. Eddy, assistant advertis- 
ing manager of the company, to 
succeed Mr. Watrous. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 


National Advertising Representatives: Sawyer Ferguson Walker Company * Chicago « Detroit ¢ Atlanta ¢ LosAngeles ¢ San Francisco 
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1953 
1947 1948 1949 1950 1951 1952 umantee 
500,000 


@ Every increase in page rate has me 
a decrease in the rate per page per 


425,000— 


350,000 @ Every increase in page rate has be. : 


300,000—— + pas greater percentage increase in circt| 
275,000 | 
— e RESULT: from 25th to 7th place of 

magazines in two years in total pa\ia 
Growth in Guaranteed Circulation 1947 — 1953 of advertising carried ! 
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Now more than 500,000 net paid... 
A market not duplicated by anyother news 
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thousand ! 


page rate 


per thousand 
(based on guarantee) 


Advertising offices: 
30 ROCKEFELLER PLAZA 
NEW YORK 22, N.Y. 


WASHINGTON « DETROIT « CLEVELAND 
CHICAGO AND SAN FRANCISCO 
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WILLIAM ROBINSON 
Prrrspurcn, Aug. 26—William 
Robinson, 75, former district ad- 
vertising manager of Iron Age, 
died Aug. 23 after a lingering ill- 
ness. He had been retired for about 
12 years. He joined Iron Age 
y about 1918. Before that he had 
been associated with Iron Trade 
Review (now Steel) and the De- 
troit Free Press 


Co OY Se Fh aie 


ALBERT W. JOHNSTON 
Greenwicu, Conn., Aug. 26— 
Aibert Wheeler Johnston, 81, pub- 
lisher of Greenwich Time, died at 
Greenwich Hospital Aug. 23. He 
had been in failing health for some 
j time. He headed a group that 
Wie bought the newspaper and Green- 
wich Publishing Co. in 1940. Three 
vears later he bought out the op- 
position newspaper, the weekly 
Greenwich Press 


A native of Brooklyn, N. Y., he 


= was graduated from Wesleyan 
University and joined Orford 

! 

Copper Co. He later was asso-| 


ciated with International Nickel 
Ltd. of Canada. | 

Mr. Johnston spent many years| 
in mining operations in several | 
parts of the world. Later, he be-| 
came president and board chair-| 
man of Teck-Hughes Gold Mines 
Ltd. of Canada 

OY W. McLAUGHLIN 

MCurcaco, Aug. 26—Roy W. Mc-! 
Eughlin, 57, manager of national 
spot sales for the American Broad- 
@apting Co.’s central division, died 
Yesterday after a long illness. 

Mr McLaughlin, who was born 
in;Chicago, worked for the Hearst 
papers for a number of years be- 
foFe joining ABC in 1943 as a spot! 
Salesman for the old Blue Net- 

A year later he became spot 


ine 
s manager for the ABC central 
i. ision and shortly thereafter, 
* mager of the ABC station, | 
- 


m 1948, Mr. McLaughlin be-| 
je manager of WENR-TV and 

months later became manager 
ort 


he spot sales department. He 

a past president of the Chi- 
cago Radio Management Club and 
the Chicago TV Council. 


. 


_— CALVOSA 


ew York, Aug. 26—Ulrich Cal- 
vaga, 49, public relations director 
ofthe Spanish State Tourist Office 
imfthe U.S. and formerly adver- 


tising and publicity director of the 


% 


y SERVING 
DISCRIMINATING 


CLIENTS 7 | 
ok 


24-SHEET POSTERS 
rOF OISPLAYS 
DEC ALCOMANIAS 
COUNTER CARDS 
PLASTIC SIGNS 
san wneanrs 
caer carnos 
FLASHER BOXES 
THREE 
OIMENStONAL 
UNITS 


OAY-GLO 


ae 


PLACK-LIGHYT 
OIisPLays 
CREATIVE ART 
FACILITIES 


Italian Steamship Line, died Aug. 
23 in Madrid, Spain. During World 
War II he headed the Italian di- 
vision of the Office of War Infor- 
mation. 


ALBERT E. HEISER 
Sanpusky, O., Aug. 26—Albert 
Ernest Heiser, 48, general manager 
of Station WLEC, died Aug. 23 
after a long illness. : 
Born in Camden, N. J., Mr. 
Heiser took an early interest in 


radio and held an amateur oper- 
ator’s license before he entered 
high school. After being graduated 
from Philadelphia College of Engi- 
neering, he worked for Radio Corp. 
of America. 

At various times during his ca- 
reer, he was manager of WLVA, 
Lynchburg, Va.; WBTM, Danville, 
Va., and WSLS, Roanoke. He 
helped establish WLEC in 1947 and 
was a v.p. of the Lake Erie Broad- 
casting Co., operator of the station, 
from 1947 to 1950 when he became 


president. He was a member of the 
board of the Ohio Assn. of Broad- 
casters. 


THOMAS W. KOCH 

Mr. VERNON, O., Aug. 27—Thom- 
as W. Koch, 61, director of ad- 
vertising and sales promotion for 
Shellmar Products Corp., died Aug. 
18. 

Mr. Koch joined Shellmar in 
1929 as a salesman and was made 
director of sales for the company’s 
western division in 1937. Two 
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years later he was appointed to the 
sales development division in Mt. 
Vernon and in 1946 became direc- 
tor of advertising and public re- 
lations. 

He was a contributor to several 
trade publications and a member 
of the speakers’ bureau of the Ad- 
vertising Federation of America. 


WILLIAM TALIAFERRO 
Datias, Aug. 26—William H. 
Taliaferro, 73, owner and publisher 
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of the Daily Commercial Record 
here for 38 years, died Aug. 23 at 
his home. 


JACK D. HAISLEY 

Sr. Louis, Aug. 26—Jack D. 
Haisley, 29, account executive for 
Al Fresco Advertising Co., died 
Aug. 21 in Barnes Hospital of polio. 


HERMAN E. FAST 
Cincinnati, Aug. 26—Herman E. 
Fast, 60, general manager of Sta- 


tion WKRC, died Aug. 24. Before 
joining WKRC, Mr. Fast was as- 
sociated with Charles W. Brene- 
man Co., General Outdoor Adver- 
tising Co. and his own advertising 
company, Fast & Carroll. 


‘Outdoor Life’ Rates Up 

When Outdoor Life, New York, 
increases its page rate from $2,625 
to $2,800 with the February, 1953, 
issue, the circulation guarantee will 
go from 775,000 to 825,000. There 
will be no increase in the basic 


rate per thousand. AA last week 
erred in reporting the present 
guarantee at 795,500. 


Kalmus Joins Lever Bros. 


Allan H. Kalmus, formerly tele- 
vision press manager for National 
Broadcasting Co., has been named 
press bureau manager of Lever 
Bros. Co., New York. George H. 
Weiler Jr., previously manager of 
public information for Sharp & 
Dohme, has been named com- 
oly relations manager by Lever 

ros. 


R&R Gets Freewax Corp. 

Freewax Corp., Talahassee, Fla., 
maker of Freewax insecticidal 
floor wax, has named Ruthrauff 
& Ryan, New York, to handle all 
advertising and promotion, effec- 
tive Sept. 10. 


Hussey Joins John W. Cullen 
Frank R. Hussey, previously 
with the classified department of 
the Chicago Tribune, has been 
named to the sales staff of the 


Chicago office of John W. Cullen! 
Co., publishers’ representative. 


B honored by experts... 


The judges of the Industrial Marketing 14th annual business 
paper competition included advertising managers, engineers, 
plant superintendents, purchasing agents, retail executives. 


These experts on editorial quality honored Chilton with 
three awards! THE IRON AGE received a plaque. So did 
JEWELERS’ CIRCULAR-KEYSTONE. A certificate was given 
DEPARTMENT STORE ECONOMIST. 


We appreciate this formal recognition of Chilton's editorial 
achievements. And we are proud to display these new awards 
with earlier "trophies." 


The editorial excellence of Chilton publications is recognized 
in another award: sustained reader interest. Yes, readers 
know that they can find what they want in Chilton publica- 
tions. And they know it is timely and authentic. Naturally, 
this provides the ideal atmosphere for advertising the 
products and services needed in the fields Chilton serves. 


ee 


(iNconpoRareo) 


ooo 


Chestnut and 56th Streets 
Philadelphia 39, Pa. 


100 E. 42nd Street 
New York 17, N. Y. 


HARDWARE AGE e MOTOR AGE e 
DEPARTMENT STORE ECONOMIST e 


THE IRON AGE * 
HARDWARE WORLD e 


COMMERCIAL CAR JOURNAL 

BOOT & SHOE RECORDER 
THE JEWELERS’ CIRCULAR-KEYSTONE 
THE SPECTATOR @ DISTRIBUTION AGE 


THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY . 
AUTOMOTIVE INDUSTRIES @ 


company faa 


Maud £02 
INDIVIDUAL 
_ATTENTIO 


“> 


You'll be pleased and 
satisfied with the 
personal service and 


cooperation you will 


get at Pontiac. 
Whether you use one 
service or all six, you 
will receive the 
benefits of our 40 


years experience and 


the individual attention 


to quality and service 
that has been the 
cause of our 


continued growth. 


crn 


May we tell you more? 
Write or phone and 
a sales representative 


will call at your 
f convenience. 


UNIFIED 
SERVICES 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 
ELECTROTYPING 


PONTIAC 
| Cugraving ¢ 
8 Liotype 


Co 


8i2 WEST VAN BUREN 
CHICAGO 7, ILLINOIS 


call HAymarket 1-1000 
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‘Journal’ Promotes Anastasia 

Albert A. Anastasia, with the 
paper’s advertising staff since 1946, 
has been promoted to financial ad- 
vertising manager of the Wall 
Street Journal. He will make his 
headquarters in New York. He 
succeeds Richard Meyer, who has 
been advanced to sales manager 
of Dow Jones News Ticker Serv- 
ice. 


Salsman Heads Party Guild 

Fred H. Salsman, formerly with 
Cramer-Krasselt, Milwaukee, and 
Hearst Newspapers in Chicago, and 
most recently with Moloney, Regan 
& Schmitt, has been named execu- 
tive director of Party Guild, Chi- 
cago organization which prepares 
and produces parties and celebra- 
tion programs for groups and in- 
dividuals 


The record 


each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 


I’m sure hearing and seeing a lot 
about Household Finance Corporation 
these days. Who's their agency? 


Department Store Sales.. 


Gain 2% for 2nd Week; Still Under ‘51 


WASHINGTON, Aug. 26—For the 
second week in a row department 
store sales in the nation averaged 
2% higher than a year ago. 

The second straight 2% gain 


came in the week ended Aug. 16.) 


The largest dollar volume increase 
for this week was 10% in the At- 
lanta district. Largest gain for any 
city was 34% in Augusta, Ga. 
While the New York district was 
off 5% from sales in the corre- 
sponding week last year, this is 


the best showing for the district) 


in weeks. In New York City itself, 
department stores in the week 
ended Aug. 16 showed a 6% de- 
cline from 1951—their best com- 
parative record since May 5 of this 
year. The biggest loss for any city 
was 16% in Newark, N. J. 


@ The Federal Reserve Board re- 
ports that in the four weeks ended 


Needham, Louis & Brorby* 
... the same company the Marathon 

Corporation chose to advertise all 
their paper products. 


* Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company 
Derby Foods, Inc. 

The Eogle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 


ft Foods pany Phenix Foods Company 
icwhyte ny The Quaker Oats Company 
Aarathon Corporation State Farm Insurance Companies 
rton Salt pany Swift & Company 
The Peos Gas lightand Coke Company Wieboldt Stores, Inc. 


NEEDHAM, LOUIS & BRORBY, Inc. Adiertising 


135 South La Salle Street, Chicago 3, Illinois 


Chicago 
New Yo rk 
Hollywood 

Toronto 


DEPARTMENT STORE 
SALES INDEX 


1947.49 equals 100 


|| Week to Aug. 16, ’52*..p95 
| Week to Aug. 18, '51*....93 
|] Week to Aug. 9, ’52*......90 
| Week to Aug. 11, ’51*....87 
Week to Aug. 2, '52*.....87 
Week to Aug. 4, ’51*...... 88 
| *Not adjusted seasonally. 
pPreliminary. J 
Pe Sb 


Aug. 16 department store sales are 
even with dollar volume in the 
same period last year. Year-to- 
date figures show sales are down 
2% from 1951. 

% Change from ‘5i 


| Federal Reserve 


| District and City 2 16 
UNITED STATES _—2 2 2 
Boston District .............. —3 —2 1 

New Haven 2 10 6 
Boston —Z anf 1 
Lowell-Lawrence —5 16 5 
Springfield ............... —4 4 8 
Providence —4 5 0 
New York District ... -1 -98 —5 
Newark ._—17 —4 —16 
Buffalo : : 0 ré 2 
New York ....... . —13 —13 -—6 
Rochester _ .............. 1 r0 3 
Syracuse —2 —3 —2 
Philadelphia District .. —3 r—4 4 
Philadelphia _.............. r—7 4 
Cleveland District ...... —2 0 3 
kron sees . 5 3 7 
Cincinnati ................ 3 2 8 
Cleveland . —1 —4 1 

| Columbus 6 5 7 

| Toledo —2 1 0 

Erie 1 —3 0 

| Pittsburgh =) 0 —t 
Richmond District —% r—l 3 

Washington . —3 —3 0 

Baltimore -l1 1 6 

Atlanta District . ° ee 10 
Birmingham —5 —4 
Jacksonville 13 9 . 
Miami . 2 16 16 
Atlanta 2 9 ll 
Augusta 13 45 34 

| New Orleans 10 6 " 

| Nashville 2 4 3 

| Chieage District dt ri 1 

Chicago 2 4 -5 

Indianapolis 1 —2 1 

| Detroit —7 0 3 

| Milwaukee —9 o0 —6 

| St. Louts District _ 1 2 

Little Rock 19 6 5 
Louisville 5 3 5 
St. Louis Area —5 1 1 
Memphis 7 1 4 

Minneapolis District 1 s —3 
Minneapolis .. e —l 10 = 
St. Paul 4 5 

| Duluth-Superior 3 5 5 

| Kansas City District ..... 3 «6 4) 

| Denver 13 13 ll 

} Wichita — 1 —6 

Kansas City . —l1 9 6 

| St. Joseph —3 3-1 

| Oklahoma City 9 6 1 

Tulsa 10 «12 11| 
| Dallas District 10 
} Dallas 8 5 
El Paso 18 21) 
Fort Worth 10 6 
Houston 10 16 


13° —1 
rs 9 
9 12 


San Antonio 
San Francisco District 
| Los Angeles Area 
Downtown Los 


‘ee ee 
wReNCONRCOWe-+ a ore De uw 
— 


Angeles 7 5 
Westside Los 
Angeles 18 
Oakland 29 3 
San Diego 10 7 
San Francisco 3 —3 
Portland —J 1 
| Salt Lake City 10 12 
Seattle 4 6 
| Spokane =—JZ 1 
rRevised 


*Data not available. 


Issues Food for Kids Film 
| General Mills, Minneapolis, has 


| produced a new movie, “Food as 
| Children See It,” to promote bet- 
|ter “nutrition and more enjoyable 
| eating for children.” A sequel to 


| “The School That Learned to Eat,” | 
| this picture covers the feeding of 


pre-school children. The film was 
prepared by the company’s public 
service department and was pro- 
| duced with the technical supervi- 
sion of Dr. Miriam E. Lowenberg, 
head of the foods and nutrition 
department at Pennsylvania State 
College. 


Miller Joins Laufman & Co. | 


Bernard I. Miller, formerly pres- 
ident and general manager of 
WMOR, Chicago, has been named 
an account executive of Herbert S. 
Laufman & Co., Chicago producer 
of television programs. 


Meeting Place Changed 

The site of the fall meeting of 
the Florida Daily Newspaper Assn., 
Oct. 17-18, has been changed from 
Miami to Ponte Vedra Beach. 
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Dial Soap Campaign 
Calls for Essays on 
| Presidential Choice 


Cuicaco, Aug. 29—Armour & Co. 
is launching an all-out promotion 
for Dial soap ever radio and tele- 
| vision and in newspapers and mag- 
azines for its $40,000 presidential 
contest. 

The contest begins Sept. 21 and 
| closes Nov. 3, eve of Election Day. 

Contestants must describe in 25 
words their reasons for their choice 
for President. 

First prize is $10,000, second 
prize $1,000, and there are 580 
prizes of $50. There is no limit on 
the number of entries per person, 
but each answer must be accom- 
panied by a Dial soap wrapper. 

A supplementary retailer's con- 
test featuring $3,975 in cash prizes 
for store owners, managers, clerks 
and other store employes also will 
be held. 


® Dealer prizes will be awarded 
for the best Dial soap displays us- 
ing banners, cards, entry blanks 
and other display material pro- 
vided by Armour. 

Full-color ads are scheduled for 
Sunday newspaper comic sections, 
and full-page, full-color ads will 
appear in American Family, Better 
Living, Everywoman’s, Family 
Circle, Ladies’ Home Journal, Mc- 
Call’s, Western Family, Woman’s 
Day and Woman’s Home Com- 
panion, 

Dave Garroway will deliver the 
airwaves commercial messages, 
both on his NBC-TV daily show, 
“Today,” and on the NBC radio 
show which he does for Dial. 

Foote, Cone & Belding is the 
agency. F 


Promotes Donald Dawson 


Donald W. Dawson has been 
| promoted to manager of sales of 
|}the building products division of 
| American Welding & Mfg. Co., 
| Warren, O., maker of flush in- 
| terior steel doors, frames and slid- 
ing closet units. He joined Ameri- 
|can Welding in 1947 as manager 
|of sales promotion. For the past 


;) two years he has been manager of 


| product development and advertis- 
ing. 


| Magazines Increase Rates 


Technical Publishing Co., Chi- 
cago, has increased its rates for 
Plant Engineering 1242% and for 
Power Engineering 10.4%. The in- 
| crease is effective in October for 
new contracts. Plant Engineering 
expects to increase its circulation 
|! from 32,000 to 36,000 in the next 
| nine months, and Power Engineer- 
ling from 25,000 to 32,000 in the 
|same period. 


| Norge Launches Fall Drive 

| The Norge division of Borg- 
| Warner Corp., Chicago, will use 
| split bleed pages during the fall 
|in Better Homes & Gardens, Farm 
| Journal, McCall’s and Sunset to 
advertise its freezers, washers and 
|ranges. The schedule will be con- 
tinued in Good Housekeeping and 
Life. J. Walter Thompson Co. is 
the agency. 


| ‘House Beautiful’ Names Two 
Joseph Barry, formerly chief of 
the Paris Sunday bureau of the 
Paris edition of the New York 
Times, has been named executive 
editor of House Beautiful. Marion 
Gough, general features and tex- 
| tile editor of the magazine, has 
been promoted to managing editor. 


Harrower Lab. Boosts Two 


Harrower Laboratory, wholly- 
owned subsidiary of Lambert 
Pharmacal Co., has promoted Ray- 
mond D. Hetterick to executive 
v.p. He was v.p. of sales and ad- 
vertising. Gilbert J. Straub, chief 
chemist, has been advanced to di- 
rector of product development. 


Calle Joins WLW-T Sales 

Martin E. Calle Jr., formerly 
with WHAS-TV, Louisville, as a 
salesman, has joined the sales 
staff of WLW-T, Cincinnati. 
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Advertising Age, September 1, 1952 


Coming 
Conventions 


. 7-8. New York State Publishers 
Assn., annual meeting, Whiteface Inn, 
Lake Placid. 

Sept. 7-10. Assn. 
tising Managers, 
Banff, Alberta, Can. 

Sept. 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 12-13. Advertising Federation of 


of Railroad Adver- 
Banff Springs Hotel, 


America, District 7, Thomas Jefferson 
Hotel, Birmingham, Ala. 
Sept. 12-13. Pennsylvania Newspaper | 


Publishers’ Assn. classified clinic, Hotel | 
Brunswick, Lancaster, Pa. | 

Sept. 28-Oct. 1. Assn. of National Ad-| 
vertisers, fall meeting, Hotel Plaza, New | 
York. 


Sept. 29-Oct. 1. Life Insurance Adver- 


tisers Assn., annual meeting, Sheraton-| has appointed two additional mem~- 
|bers to its projects development 


Mount Royal Hotel, Montreal, Can. 

Oct. 2-4. Advertising Typographers | 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 


Harris Hotel, Harrisburg. 


Oct. 4-7. Mail Advertising Service Assn.,| Better Homes & Gardens. 


International, annual convention, 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty National 
Assn., annual convention and specialty 
fair, Palmer House, Chicago. 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C. 

Oct. 10-11. Oregon 
lishers Assn. Ad 
Heathman Hotel, 


Shore- 


Newspaper Pub- 
s, fa ting, | 
Portland, Ore. | 

Oet. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annua! 
convention, Arrowhead Springs Hotel, | 
San Bernardino, Cal. | 

Oct. 13-14. Inland Daily Press Assn., | 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of America, | 
66th annual convention, Chase Hotel, St 
Louis. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal. | 

Oct. 25-29. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago. 

Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
Deshler-Wallick Hotel, Columbus, O. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The’ 
Greenbrier, White Sulphur Springs, W.| 
Va. } 

Dec. 7-11. Outdoor Advertising Assn. | 
of America, 55th annual convention, Con- | 
rad Hilton Hotel, Chicago. | 

Dec, 27-29. American Marketing Assn., 
onference, Palmer House, Chicago. 


Gumaelius, Stockholm Agency, 
Celebrates Its 75th Birthday 

Aktiebolaget S. Gumaelius An- 
nonsbyra (S. Gumaelius Advertis- 
ing Agency), Stockholm, Sweden. 
is celebrating its 75th anniversary 
this year. The agency was founded | 
in 1877 by Sofia Gumaelius, one) 
of the first women to enter busi- 
ness in Sweden. The agency claims 
that only two agencies in the U.S. 
—J. Walter Thompson Co. and 
N. W. Ayer & Son—are as old as it. 

Some of the acceunts handled 
by the Swedish agency are Swedish 
Ford Motor Co.; Chesebrough Mfg. 
Co., New York; Northam Warren 
Corp., Stamford, Conn.; Imperial 
Chemical Industries, London, 
England; Parfumerie Bourjois, 
Paris, France, and Hans Schwarz- 
kopf Chemische Fabrik, Hamburg, 
Germany. 


Happy Day Toys Appoints 


Oppenheim & Van Slyck, San 
Francisco, has been appointed to 
direct a national campaign for a 
new line of developmental juve- 
nile toys and furniture of Happy 
Day Toys Inc., Burlingame, Cal. 
Plans will call for the use of direct 
mail, point of purchase material 
and national trade and consumer 
magazines. 


Supreme Wines to Emil Mogul 

Supreme Wines Inc., New York 
producer of Rabbinical brand im- 
ported Kosher wines, has named 
Emil Mogul Co., New York, to 
handle its advertising. Plans call 
for intensive spot radio, spot tele- 
vision and newspaper campaigns 
in New York and Chicago starting 
in early fail. This is the first time 
TV advertising has been used in 


N. C. | stine & Osborn. The two new com- 
|mitteemen are Gibson McCable of 


either market for Rabbinical wine. 


Slee 


Agency Name Now Is Daly & ,TeeVee Co. Buys Films 
Richardson; Adds 3 Accounts TeeVee Co., Hollywood, has pur- 
Elliott, Daly & Sherman, San/| Chased the entire film library of 
Francisco, has changed its name| “Invitation Playhouse” from Wil- 
to Daly & Richardson. John C. W.| liams Productions Inc. The quar- 
Daly, president of the former agen- | ter-hour films, valued at $250,000, 
cy, continues as president. Herman | Will continue to be distributed by 
A. Richardson, owner of the Studio | Syndicated Television Productions. 
of Industrial Design, San Fran- | TeeVee already owns 107 vignettes, 
cisco, who recently purchased part | 46 of which are on film and cur- 
interest in the agency, is v.p. There | Tently being shown in 35 cities un- 
will be no change of address. | der the title of “Little Theater.” 
The agency has been named to| All the properties will be on film 
handle acvertising for Melton In- | 4Md available for telecasting with- 
dustries Inc., Reno, maker of mo-| in the next 16 months. 
tion picture a and | 
tributor of films; Aids Inc., Reno} 7 
manufacturer of automotive ac-| Gitt-Pax Opens in Dayton 
cessories, and Linton Publishing| Gift Samples for Baby Ine. 
Co., Reno, publisher of Linton| (Gift-Pax), New York, which dis- 
shorthand courses. tributes samples of baby items and 
h~ ay to new mothers in 
|hospitals, has opened a Dayton 
ARF Adds Two to Committee branch at 413 Rockcliff Circle. 


Advertising Research Foundation | 


Thornton Joins ‘Methods’ 


Leonard F, Thornton, previous- 
ly a sales representative for the 
ABC television network, has 
joined the Chicago advertising 
— staff of Management Meth- 
ods. 


committee, headed by Fred B. 
Manchee of Batten, Barton, Dur- 


Newsweek and E. L. Sullivan of 


Goodridge Heads Publicity 
Constance N. Goodridge, former- 
ly product publicity manager for 
Sloane-Blabon Corp., a division of 
Alexander Smith Inc., has been 
named publicity director of the 
Nottingham divisien of North 
American Lace Co. She will make 
her headquarters in New York. 


35 
Ocker Joins Segall Agency 


Ray F. Ocker, formerly produc- 
tion manager at Buchanan & Co., 
San Francisco, has joined Theodore 
H. Segall Advertising, San Fran- 
cisco, as assistant to the head of 
| the agency. Mrs. L. C. Hughes suc- 
eee Mr. Ocker as_ production 
manager at Buchanan. 


“TT is for Teacher 


And she’s an oracle quoted 
in 10,000,000 homes 


“Teacher says .. .” is one of the most 
irresistible forces imposed on all Ameri- 
ican parents. Whatever Teacher says is 
accepted by 26,000,000 youngsters and 
reported at home as unyieldingly as 
the laws of the Medes and Persians. 


Teachers are eager to have facts which 
assure the accuracy of their comments 
They might not now know about your 
company your products your 
attitude about free enterprise! 


In the 44 State Teachers Magazines 
you can reach a basic circulation of over 
866,000 with your message. Only State 
Teachers Magazines give you anywhere 
near this coverage 


The complete story—‘26 million kids 

. . target for today!" is free. Write to 
Georgia C. Rawson, Executive Vice 
President, State Teachers Magazines, 307 
N. Michigan Ave., Chicago 1, Illinois. 


State 
TEACHERS 


Magazines 


How to tell 


CRAP eDy 


SS iN I CE 6 


aie Saki geet ile th 


Pun mann ieee Ae 


*g 250,000 people changed addresses 
between March, 1949 and March, 1950. 


(U.S. Department of Commerce report! 


the floating population* 


where they can 


buy your products 


* Millions of prospective customers are con- 
stantly on the move. That's why it's common 
sales sense to let the public know where to 
buy your product wherever they may be. 


e The easy and economical way to do this is 
through national Trade Mark Service in the 
‘yellow pages’ of the telephone directory. 4 


e National Trade Mark Service pin-points your 
dealers in almost every locality. Their names, 


addresses and telephone numbers can be listed 


in the ‘yellow pages’ under 
brand name. 


your trade-mark or 


e Then, for a perfect tie-up between your 
dealers and your national advertising, include 
a statement like “Look in the ‘yellow pages’ of 
the telephone directory for alist of our dealers.” 


e It helps check substitution, builds happy 


dealer relations. 


For further information call your local telephone business office 


or see the latest issue of Standard Rate and Data (Consumer Edition) 
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* Baliimore 


Study for ‘Afro American’ Shows... 


Negroes Favor Independent Grocers; 
Buying Habits Differ from Whites’ 


New York, Aug. 26—Negro fam- 
ilies generally have the same buy- 


ing habits as white families in 
similar economic positions 

But a study just made by Fact 
Finders Associates Inc. for the 


American also 
differences 


Afro 
turned important 
such as 

1. Most Negro families do their 


food buying at Sard stores, 


up 


Specialized Magazines 


y nplete Dinm mn DRY o 
P t ers f 


s 
La. ui co 
14d Nort fianapolis 19, Ind 


pas ME ual BNE sRAVING 


while white families strongly pre- 
fer chains 

2. Products which have had the 
benefit of promotion in Negro me- 
dia have an edge on their compe- 
titors 


@ The Fact Finders study is an 
analysis of 501 Baltimore Negro 
families who read the Afro Ameri- 
can compared with 501 white fam- 
ilies living in homes of similar 
rent or value. In the opening chap- 
ter of the study Fact Finders points 
out that non-whites in Baltimore 
number 266,661, or 20% of the to- 
tal population. The 501 Negro fam- 
ilies were picked from areas popu- 
lated by Negroes whose living 
standards can be rated as (1) high, 


(2) upper middle, and (3) lower 
middle. Lowest income areas were 
omitted with the explanation that 
“they are not the type of market 
likely to be attractive to national 
advertisers.” 

The study found that Negro fam- 
ilies “tend to be somewhat larger 
than white families.” Slightly more 
than half of the white families in- 


terviewed were two or three-per- | 
son households, compared to 43.8% | 


in the Negro group. Also, 18.8% 
of the Negro families had more 
than five people, 
6.8% in white families. The Negro 
group had an average of 4.1 per- 
sons per family; the white group 
an average of 3.4 persons. 

Fact Finders says it was not 
made clear in the survey why Ne- 
groes favor the independent gro- 


ceries more than whites. The find-| 


ings among housewives spending 
$15 a week or more for groceries 
(over 90% of both groups) were 
as follows: 


Negroes Whites 
Buy at independents ....53.7% 28.8% 
Buy at chains ........ 46. 3% 71.2% 


i Letterhead is part of your 
INDUSTRIAL DESIGN PROGRAM 


If you make a 


marked product, 
z trademark should ap- 
: pear on your letterhead 


IT EXPRESSES YOUR DESIGN STYLE 

An over-all design pro- 

gram includes the styl- 

* ing of the letterhead and 
} other business station- 


ery to create a coherent 
j selling impression. 


IT TELLS THE STORY OF QUALITY 


The purpose of your de- 
sign program is to make 


product visible to buy- 
ers. This is also the func- 
tion of your letterhead. 


IT IDENTIFIES YOUR TRADEMARK 


as well as on your prod- 
uct and packages. 


; the quality of your 


trade- 
the 


} The 


Psychology of Business Impression, 

and Opinion Ca 
| Sample hit of Neenah Boxed Typewriter Paper, the quality paper for 
* office and personal use. 


cards. This test, 


business letterhead. 


The nation-wide interest of business and 
professional men in good letterhead de- 
sign is shown by their participation in the 
Neenah Letterhead Test. 
executives read the portfolio, The Psychol- 
ogy of Business Impression, studied the Test 
Kit of 24 basic letterhead designs, 
registered their preferences on opinion 
the first of its kind ever 


Thousands of 


and 


made, has thrown new light on letterhead 
design problems. To get a free copy of 
this portfolio, check the coupon below, 
sign your name, and attach to your 


rds. 


Letterhead Test 


Kit, 


NEENAH 
PAPER 
COMPANY 
Neenah, 
Wisconsin 


compared to) 


It was made clear, though, that 
Negroes buy at different chains 
than whites. The leading chain for 
Negroes—with 20.2% mentions— 
is Food Fair. A&P, which got the 
most mentions among the white 
families (28.3), is a poor fourth 
with Negroes (4.8%). Food Fair 
came in second in the white group, 
with 25.7% of the families patron- 
izing it. 


showing brand preference and the 
frequency of use among the two 
groups. It was found that Negroes 
buy rice about three times as often 
| as whites and also use more flour, 
hot cereals, tooth powder and cold 
remedies than whites. On the oth- 


prepared pie crust mix, prepared 
cake mix, gelatines, puddings, cof- 
fee, frozen orange juice, tooth- 
paste and headache remedies. 
There is little difference between 
the two groups in use of cold cere- 
als, prepared waffle and pancake 
mix, soaps and cigarets. 

There were some interesting re- 
sults in the brand preference ques- 
tions. In the large majority of 
cases, the brand leader was the 
same for both Negroes and whites. 
However, the white families appear 
to spread their buying over many 
more brands than do the Negro 
families, This may reflect, as Fact 
Finders points out in one instance, 
that “Negroes have not been ex- 
posed to as much advertising of 
other brands as white housewives.” 


8 The frozen orange juice survey 
produced sharp discrepancies. This 
product is used by 42.9% of the 
white families and by only 32.7% 
of the Negro families. Minute Maid 
is the brand leader among whites, 
closely followed by Snow Crop, 
with the positions reversed among 
Negroes. However, the minor 
brands are very strong among the 
white families and weak among 
Negroes. Fact Finders points out 
that the low consumption of frozen 
juice among Negroes goes back to 
their buying in independent stores, 
where “frozen juice distribution 
has been relatively low.” 

Space salesmen for Negro media 
always point out that Negroes have 
strong brand loyalty. This is borne 
out in the coffee survey. Coffee is 

/used by 74.9% of the Negro fam- 
ilies interviewed and 60% of these 
coffee users buy Maxwell House. 
Among the white families, about 
| 25% of the coffee users buy Max- 
well House, but the A&P brands 


are a close second. After Maxwell | 
House, Negro coffee buying is split | 


| 
| 
poe. five other brands. Again, | 
the minor brands are strong among | 
ithe white families, weak among) 


Negroes. 


= In flour, Gold Medal is the brand 
leader in both groups, but it has | 
| 63.7% preference among Negroes, 
compared to 54.9% preference 
among whites. In kitchen cleanser, 
Ajax leads in both groups, but it 
has a 71.1% preference among Ne- 
groes and 59.3% preference among 
whites. 

In almost every category the 
white families spread their buying 


® The study reports on 20 products, 


er hand, white families buy more | 


FLYING DUTCHMAN—Edward T. Nettleton, 
who handles the KLM Royal Dutch Airlines 


account at Charles W. Hoyt Co., takes off 
for his 25th flight via guess what airline. 
This trip—1,000 miles a day for 21 days— 
will cover Europe, Africa and South America. 


among many minor brands, while 
the Negro families stuck to the 
leading ones. In gelatines, for ex- 
ample, Jell-O is the leading brand 
in both groups, but 9.4% of the 
501 white families bought a va- 
riety of minor brands, each with 
less than 20 users; in the Negro 
group only 1% of the 501 families 
bought these minor brands. 


s Another difference between the 
two groups turned up in the an- 
swers to the question, “What do 
you use for washing fine clothing?” 
Among the Negro housewives, 
Ivory (bar) led with 21.0% men- 
tions, followed by 20.4% for Lux 
flakes. Ivory (package) is third 
with 11.2%. The three leaders 
among white housewives are Ivory 
Snow (16.0%), Lux flakes (15.4%) 
and Ivory flakes (14.4%). Ivory 
bar soap, first among the Negroes, 
is a poor sixth with 7.4%. The re- 
port explains: 

“Ivory has for several genera- 
tions been a favorite in the South, 
and is now used in about one-third 
of Negro homes, but only one- 
eighth of white homes. Competitive 
products have won the whIte mar- 
ket away from Ivory, but have 
perhaps paid less attention to Ne- 
gro housewives.” 

In the cigaret survey, the most 

striking results are the good posi- 
tion of Philip Morris and the poor 
position of Chesterfield among Ne- 
groes. Camels leads in both groups, 
with 202 Negroes and 136 whites 
smoking them. However, 173 Ne- 
| groes smoke Philip Morris, com- 
|pared to 58 whites, and only 64 
| Negroes smoke Chesterfield, com- 
pared to 134 whites. Herbert 
| Tareyton, Old Gold and Raleigh 
cigarets are all more popular with 
whites than Negroes, but Kools are 
smoked by 23 Negroes, compared 
to only seven whites. 


|'WBMS, Boston, Moves 
WEBMS, Boston, has moved to en- 
larged studios in the Shelton Hotel. 


| 


Thin IN EFFECTIVE 
BUYING INCOME per CAPITA 


among Sales Management's 
162 Metropolitan Areas 


the Quad-City area has moved 3 
d to I!th place in the 
effective oe income category 
This great depth of quality among 
240,000 Quad-Citians is a_ pretty 
good promise of success for the 


steps ahea 


advertiser who has quality mer- 
chandise to sell and does it wisely 
through The Argus and The Dispatch 
—the newspapers that cover 3 of 
the 4 Quad-Cities. 


aa 
é These newspapers are pleased that 
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j + Louisiana Outdoor Men Elect | Appoints Tom P.Gordon Co. | B&B Promotes T 
General Mills Will A. D. icone A been elected tom P. Guna Co., Oklahoma Siedler 
Add Hillbilly Show, president of the Outdoor Advertis- Cit 


Its 8th on ABC-AM 


ing Assn. of Louisiana. Other of- 
ficers elected are W. W. Page, 
Fred C. Beseler, secretary-tr 


Milton L. Kiedler and Lee M. 
y, has been named by the Okla- Rich have been promoted to media 


Quality 


homa Democratic State Central supervisors by Benton & Bowles, 

v.p.;, Committee to handle advertising New York. Previously, Mr. Kied- CIRCULATION BUILDERS 
eas- | for the state’s fall campaign. The ler was manager of the outdoor 

Minneapouis, Aug. 26—A hill-| UTer, and J. O. Dolby, national di-| agency handled Gov. Johnston space buying department and Mr. for leading 

billy program—the Bill Ring show "°°". Magazine Publishers 

UNION CIRCULATION CO., INC. 


—is being added to the General | 


Murray’s campaign in 1950. 
Mills radio schedule this fall. 


Rich was assistant media director. 
| 

| Rucker Joins Nelson, Day Appoints Paul Robinson AM — WKMT to Change to 1 Kw 
— - . | Kelly R. Rucker, formerly in the Paul C. Robinson, formerly oper- | 
The program, originating iN | advertising department of Bankers ator of his own agency in South! ha 
Springfield, Mo., heart of the|Life Co.. Des Moines, 
Ozarks, features 260-pound Bill 


Ring. It will be heard five days a 
week at 12:36-2:45 p.m. (EST) 
over 175 ABC stations. 

The sponsoring products wil! be 
the “other advertised brands” of 

General Mills flour—PurAsnow, 

Red Star, Rex and White Deer. 

On the West Coast, the program 

will sell Sperry products and na- 

tionally advertised GM products. 
Other ABC programs which 

General Mills will put on are: Bet- 

ty Crocker, 8:40-8:45 a.m.; Whis- 

pering Streets, 10:25-10:45 a.m.; 

Betty Crocker, 2:30-2:35 p.m.; Cal 

Tinney, 4:00-4:25 p.m.; Betty 
Crocker, 4:25-4:30 p.m.; Lone 
Ranger, Monday, Wednesday and 
Friday, 7:30-8:00 p.m., and Silver 
Eagle, Tuesday and Thursday, 
7:30-8:00 p.m. (All times are 
EST.) 

The three five-minute Betty 
Crocker spots will be devoted to 
service for housewives only. In the 
past the show’s Magazine of the 


Air format included entertain- 
ment and service. 


® Three more ABC programs cur- 
rently co-sponsored by General 
Mills are under review for the fall. 
These are Top Guy, Defense 
Attorney and Stop the Music. 
Renewals would put a General 
Mills program on the ABC network 
at almost any time in the day. 

The Minneapolis flour company 
also has three television programs 
—Bride and Groom, daily at 12:00- 
12:15 p.m. on CBS, and Lone 
Ranger at 7:30-8:00 p.m. Thurs- 
days, and Trouble with Father, 
7:30-8:00 p.m. Fridays on ABC. 


Star-Kist Gets Bit of Godfrey 


French Sardine Co., Terminal 
Island, Cal., for Star-Kist tuna 
fish, will sponsor 15 minutes (10- 
10:15, EDT) of the 90-minute day- 
time “Arthur Godfrey Show” over 
the CBS radio network on Tues- 
days, Thursdays and alternate Fri- 
days, starting Sept. 2. This is Star- 
Kist’s first radio network series. 
Rhoades & Davis, San Francisco, 
is the agency. 


: How the 
: RICHMOND 


has been Bend, has been named to 
named production and_publica- 


} ; post of advertising and sales pro-| proval of a change in its broadcast 
tions director of Nelson, Day & Co., 
Des Moines agency. 

4 


motion manager of South Center power from 500 watts to 1,000 
Department Store, Chicazo. 


WKMT, Kings Mountain, N. C., 
S petitioned the Federal Com- 
the new | munications Commission for ap- 


| watts. 


5 Columbus Circle, N.Y.19 * CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


Association of America, Inc. 


ic 
Axel Edw. Sahlin Typographi 


(California) 
INDEPENDENT 


operates its 


os 
= 
os 


¢ MERCHANDISING 
: CREDIT SYSTEM: 


© propucr: 


CALVERT 
@ |/1/52 Earned 
@ Merch’g Credit: $ 0.00 
@ 1952 Credits: 13.05 
@ New Account Bonus: 50.00 
@ TOTAL (to date): 63.05 
Merch'g performed 
1952 to date: 39.27 
. BALANCE: $23.78 


@ Hos your product an earned merchandising 
e credit in the Richmond, California, inde- 
ie pendent? (Notice that ‘New Account’’ bo- 

nus!) For infermation on your product 
check with Win Smith, National Advertis- 
ing Manager of the 


RICHMOND 
California 
INDEPENDENT 
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Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 
JERRY SINGLETON, Executive Secretary 
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m™ =| He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 

yf Results? He says: “I can't recommend 
. ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
ag with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 

He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


ty 


Information for Advertisers 


No. 4429. Study of Canadian Mar- three department stores having 
ot drug departments, 2s well as two 
B Canadian Home Journal offers wholesalers and the offices of 


PF ),¢ 1952 Characteristic Survey of three chains. 
Swbscriber Families,” covering 
@yio ownership, economic classi- 
figation, electrical equipment, 
C@pation, home ownership, marital 
status, schooling, renovations and 
d@corations, and much more 


No. 4436. Grocery Route List for 
Grand Rapids 

“Route Guide to the Grocers” is 
a new offering by The Grand Rap- 
ids Press. It lists 356 independents 


oc- 


ee 


; , 111 supermarkets, 17 corporate 
ti 4434. How to Sell Food in San chain outlets, 14 meat markets, and 
: Francisco 9 various food stores. A new fea- 

The San Francisco Progress of- ture is a code system showing what 
a new book entitled “267 Gro- stores are groceries only, which 
Can't Be Wrong,” which deals handle only meats, which are bak- 

th food sales and advertising. eries, etc., supermarkets, frozen 
Be ver San Francisco as a mar- food outlets, those which handle 
a food market, position of | toiletries, etc. Right hand pages 
- chains, media data, informa-|are left blank for memoranda. 
fiOn on tie-in ads, mailings, dealer | Available phone numbers are also 
ligts, sales meetings, copy testing listed. 
s@vice, readership studies, and a 
marketing map which shows the| No, 4438. Announcement of New 


dftribution of the paper Paper in Appliance Manufac- 


turing. 

No. 4435. The Whole Marketing| “Opening Prospectus” is a new 
Picture in Oakland, Cal outline offered by the recently- 
Here is an exhaustive book, “The announced Appliance Manufactur- 
Bright Spot,” offered by the Oak- | er, which will be circulated to the 
land Tribune, which—containing| buying factors among makers of 
a market section, a circulation sec-| air conditioners, broilers, electric 
tion, and an advertising section clocks, dishwashers, home freezers, 
covers the Oakland story from stoves, waffle irons, etc. Briefly— 
ideal Climate to Retail Linage. “editorial service to appliance 


statistics ane 

it facts on 
home construction, ed- 
industry, indus- 
utilities aid to 
transporta- 
the Navy 
and much 
course break- 
and media 


manufacturers will focus attention 
upon solving their common prob- 
lems, and act as an effective clear- 
ing house of the latest develop- 
ments in all pertinent fields.” 


With chart 
photographs 


graphs, 
gives the 
population 
climate, 
stments 


ucation 

trial ive 
manufacturing plants, 
power of 
facilities, 
of 


sales 


tion, buying 


No, 4439. Study of U. 

Abroad 

McGraw-Hill International Corp. 
offers a new book, “Overseas Mar- 
kets for U. S. Drug and Health 
Products, Equipment and Sup- 
plies.” It analyzes, by countries, 
the export market for everything 
from alkaloids to vitamins, in ad- 
dition to cosmetics, microscopes, 
X-ray film, ete. 


S. Drug Sales 
payroll, port 
including 


of retail 


more 
downs 
data 
No. 4437. Route List of Drugstores 
in Grand Rapids 

The 
a new 
gists,” 


Grand Rapids Press offers 
“Route Guide to the Drug- 
listing 102 drugstores and 


Note: 13. 


USE COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 
Ill. 


Inquiries for the items listed above will not be serviced beyond Oct. 


“ Readers Service Dept., 
ges 200 E. Illinois St., Chicago 11, 


Please send me the following (insert number of each item wanted 


—please print or type) 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—twe) 30 letters and spaces per line; upper & lower case 40 


per line. Add twe lines for box number. 


Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


i eaiiaieminiee 
HELP WANTED HELP WANTED 
ASSISTANT SALES AGENCY COPY CHIEF 


PROMOTION MANAGER 


With a flair for direct to the sales point 
writing, Breath of activities cover cata- 
logs consumer literature, promotional 
broadsides, direct mail, displays, retail 
newspaper advertising ‘incooperation with 
agency? work with art director, engineer- 
ing department. 


Fast moving, varied projects for creative 
thinker in Chicago television manufactur- 
er's office. Send resume’ of experience 
and income 
BOX 5249, ADVERTISING AGE, 
200 E. lilinois St., Chicago 11, Ill. 


FRED R: M STERSON 


PE 
All types of positions for men and women 
185 N 


Wabash Fr 2-0115 Chicago 
UNUSUAL OPPORTUNITY 
IN SMALL SEATTLE AGENCY 


Need versatile 
layout, selling, 
er of small, successful, 


young man, good at copy, 
to be assistant to the own- 
established food- 


field agency. Must be energetic, exper- 
tenced, hard worker. Salary, plus sizable 
share of profits, plus chance to become 


partner in future. One of the best oppor- 
tunities in advertising for right man. For 
details write to: The Taskett Agency, 
Terminal Sales Building, Seattle 1, Wash- 
ingon 

ARTIST, with outdoor advertising experi- 
ence or ability. Organization is a leader 
over 36 years. Half hour from New York 


Memphis agency needs combination copy 
chief and account executive to supervise 
copy department and service accounts 


Must have complete knowledge of manu- 
facturing and retail promotion. Our em- 
ployees know of this advertisement. Send 
resume of experience, educational train- 
ing, age and salary requirements to Mr 
Lynn Steinke, Rosengarten and Steinke 
Advertising Agency, 483 Union Ave., 
Memphis, Tennessee 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 

209 S. State St Ha 7-2063 Chicago 
DIRECT MAIL SPECIALIST 
Nationally known company with more 
than a million and one-half active list 
desires experienced direct mail specialist 
with vision and foresight to join fast 
growing company. All facilities for build- 
ing the largest direct mail operation in 
the country. We base our business success- 
es on our ability to select and compensate 
our executives according to their abilities 
We will welcome a man who has promo- 
tional, advertising and selling talents, and 
offer him unlimited opportunities. Relo- 
cate in Baltimore. Please send complete 
resume and photograph. All replies ac- 

knowledged 

BOX 5242, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 

BARNARD 
A service for employers and applicants 
|in the fields of advertising and publish- 
ing. Office and professional 
| Central 6-3178 176 W. Adams Street 


POSITIONS WANTED 


Federal Advertising Corporation, 177 
Gould Avenue, Paterson, N. J. Sh. 2-5656 ART DIRECTOR - AD MAN 
CONFIDENTIAL COUNSELLING 112 years experience; Top layout for large 
In All employment Categories | Eastern studio, now Art Dir Midwest 
$5,200-$50,000 Unusual experience with Nat'l in- 


Te EMPLOYER and EMPLOYEE 
NATIONAL COVERAGE 
Advertising Managers; Account Execu- 
tives; Copywriters; Artists and other per- 
sonnel, in the complete Advertising field. 
Write briefly outlining your specific ex 
perience or personnel needs, or contact 
MARY HUGHES 
EMPLOYMENT COUNSEL 
7W 


Suite 500 Madison St 
Chicago 2, lll Financial 6-2107 
ADVERTISING ASSISTANT | for Midwest 
Mfg. Co 00 


Dealer promot 
Ss iE 


3 UW Washington - Chicago 2, Ul 
FAST-GROWING MIDWESTERN AGEN- 
CY with national accounts seeks compe- 
tent visualizer for creative layout depart- 


ment. Positively must have well-rounded 
»xperience. No beginners, please. Ideal 
living conditions in pleasant city ‘Not 
Chicago). Good future for right man 


Write at once, enclosing recent snapshot 
or photo, and salary requirements. Ali 
replies held in strict confidence 
Address BOX 5245, ADVERTISING AGE, 
200 E. Lilinois a ago 11, Ill. 


MO 
PERSONNEL SERVICE 
Copywriters 
BANKERS BLDG. 
CALIFORNIA PUBLISHER wants live 
space salesman to represent two trade 
magazines in Cleveland, also cover Detroit 
and Pittsburgh. Straight commission or 
salary. Give past exp 
BOX 5221, ADVERTISING AGE, 
200 FE. !llinois St., Chicago 11, lil 
ADVERTISING-MERCHANDISING 
SPECIALIST 
Unusual opportunity for advertising-mer- 
chandising specialist to fill creative open- 
ing with large Midwest industrial manu- 
facturer. Position requires writing experi- 


ence, but chief responsibility will be 
supervision of all phases of aggressive, 
sparkling advertising-promotion of light 


products. No job for beginner 
This is not a routine desk job, 


industrial 
or floater 


but a challenging assignment you can 
sink your teeth into. Write, telling us 
your advertising and sales e we rience with 


such data as education and salary require 
ment. BOX 5243, ADVER TISING AGE, 
200 EF. Ilinois St, Chicago 11, Ill 


live space 
trade mag 
commission 


California Publisher wants 
salesman to represent long est 
Straight 


azine in Chicago 
Give past exp. BOX 5252, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill 
ESTABLISHED ANNUAL in electronics 
field has opening for Publisher's Repre- 
sentatives West Coast, Cleveland and Chi 
cago 
BOX 5241, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


CREATIVE 


DISPLAY 
ARTIST 


We need topnotch litho. dis- 
play artist. Must be experi- 
enced and know creative 
design combined with third 


ok NAME . TUTUE .sssssscsosensee dimension cardboard con- 
; COMPANY struction. Good setup for 
% right man. Zipprodt, Inc., 6 
ABoRESS N. Michigan Ave., Chicago. 

i CITY & ZONE .... RTE ccnesinnsienitnnininiis Phone FRanklin 2-9440. 


ANDOVER 3% 4424) 


| 200 E. 


studio 
| dustrial Accts. Prefer locating with Mfg 
or large studio as A.D. or Ad Mgr. Cleve- 
|land - Chicago area. Age 35, Married 
BOX 5247, ADVERTISING AGE, 
Illinois St., Chicago 11, Ill 
PUBLIC RELATIONS DIRECTOR 
Broad background of experience in pub- 


| lic and employee information methods and 


| newspaper, 


and preparation of mate- 
rials in newspaper, magazine, radio, and 
television format; industrial editing and 
production, Organizational representation, 
all allied pertinent skills. College gradu- 
ate, veteran, family man, 43, now heading 
Government information education pro- 
gram in Wisconsin. Would relocate. Inter- 
views through September 16. Begin work 
October 1. Minimum to start $10,000. Re- 
sume and photograph available without 
obligation by writing 
BOX 5250, ADVERTISING 
200 E. lilinois St., Chicago 11, 
COPYWRITER wants wider 
more work than present post 
Write dealer and consumer copy, P. of P., 
and other promotion material, including 
direct mail, in food field. Can relocate 
BOX 5240, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
COPYWRITER, ALL-AROUND ADMAN 
8 yrs. exper copy, — — n. Con- 
sumer, trade space les prom 
Age 33, BOX 5244, ADV. ERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING-SALES PROM. -P.R. 
MG 


media; research 


AGE, 
lll 
scope and 


affords 


U. of Mo. Journ grad., Adv. major, 30 
5 yrs. experience. Presently Adv. Mgr. for 
AAAI mfr. allied to brewing field. Desire 
far west location. Available Jan 
X 5246, ADVERTISING AGE, 
=. Illinois St., Chicago 11, Ill 
ADVERTISING ADMINISTRATOR 
At 30, with wealth of 5Syr'’s experience 
ass’'t adv. mgr. for AAA-1 mfgr. has su 
pervised 12-man department preparing ad 
vertising, sales promotion, publicity for 
4000 dealers. Layout, copy, merchandising 
for national newspaper, magazine ads. De 
sign purchase, distribution stimulating 
point-of-sale. Mechanics of co-op radio 
phone-book ads. Management 
40 consumer, school, trade shows annually 
Editor monthly house organ Working 
knowledge interior color trends and com 
binations, Capable, diligent administrator 


versatile copy-writer; careful, ethical buy- 
er. Works well with others, efficiently 
with top management. Chicago agency, 
Loop location preferred. Reputable, brand 
name manufacturer considered 
BOX 5253, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


OUTDOOR ADVERTISING 
Administrative Assistant ‘female) all 
phases outdoor adv. budget control - esti- 
mates schedules 

BOX 5254, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
HONEST, SINCERE AMBITIOUS 
man, 28 anxious to establish in ad job 
with opportunity. 5 yr. exp. copy, layeut, 
prod. Direct mail, newsp, mag., radio, 
publicity. Mz Coll. grad. Chicago 
area. BOX 5, ADVERTISING AGE, 
200 E Tin ois St., Chicago 11, Ill. 
MISCELLANEOUS 
OFFSET CUTOUTS. Promotional heading 
illustrations, cartoons symbols, borders. 
panels, holiday art type fonts, decoration 
for offset reproduction. Most complete 
service in U. S. Free descriptive booklet 
A. A. Archbold, Publisher, 1209-B S. Lake 

St.. Los Angeles 6, California 


a 


PORTABLE TRANSCRIPTION PLAY- 
BACKS. $37.75 F.0.B. Chicago. 8” 
speaker, 3 tube amplifier full range 
tone control. Astatic 400" pickup 
arm. Plays 33, 45 and 78 RPM. 
All sizes including 16” disc. Fully 
reconditioned. Carrying weight 28 
pounds. Richard Alan Company, 
3618 Milwaukee Avenue, Chicago 
41, Illinois. Spring 7-7100. 
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Appoints David Fernow 


David Fernow has been ap- 
pointed Buffalo field account rep- 
resentative by Ketchum, MacLeod 
& Grove, Pittsburgh agenty. He 
will handle the advertising and 
public relations for the Buffalo 
Zone Chevrolet Dealers Assn. 
through a new agency branch at 
309 Brisbane Bldg. 


FC&B Appoints Eason A. E. 

French L. Eason, formerly Chi- 
cago manager for Fletcher D. 
Richards Inc., has been named an 
account executive of Foote, Cone 
& Belding, Chicago. 


Kurtz Joins Tilds & Cantz 


Irwin H. Kurtz, formerly with 
Milton Weinberg Advertising Co., 
Los Angeles, has been appointed 
assistant account executive of Tilds 
& Cantz, Hollywood. 


Wanted — 


tA 
AN 


advertising 
agency located in Detroit 
is looking for experienced, 
imaginative, creative copy- 
writer—an all-’round ad- 
man who can prove that 
his forte is in the field of 
IDEAS. Such a man will 
feel right at home in our 
agency operation, working 
on accounts that range 
from package goods to 
passenger cars. This posi- 
tion represents an impor- 
tant opportunity for some- 
one, probably in his thir- 
ties or early forties, who is 
now active in creating 
advertising but hopes to 
find greater scope for his 
talents. If this description 
fits you, write Box 247, 
giving full particulars as 
to education, experience, 
age, current employment 
status and reasons why 
you feel you can fill this 
challenging job. 


National 


SALESMAN WANTED 
35 Year old national consumer maga- 
zine with over '% million circulation 
opening own office in Chicago. Adver- 
tising lineage has been ahead of cor- 
responding month in the preceding 
year for 27 consecutive months. Ca- 
pable, energetic, young man needed to 
handle Midwest territory. If interested 
send a complete summary of experi- 
ence and salary desired to 

Box 246, Advertising Age 
801 Second Ave., New York 17, N. Y. 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of 

fine point of purchase displays has openings 

for a few top notch representatives in some 

very desirable territories. 

This is for exclusive territorial arrangement. 

Salesmen must be creative, experienced and 
have a following. Liberal commission 


References essential. 


KIRBY-COCGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Sieathan 2, Wisconsin 


ADVERTISING MANAGER 

For Mail Order Department of world’s 
| largest photo finishers. Production ex- 
perience desirable. Excellent opportu- 
nity for right person. Salary commen- 
surate with ability. THE FOX COM- 
PANY, 1734 Broadway, San Antonio, 
| Texas. 
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STURDY—This new floor stand designed by 
Container Corp. of America for Playskool | 
Mfg. Co., Chicago, is made entirely of 
corrugated board but supports 200 pounds. 
The 5%’ high stand folds flat for ship-| 

ment and storage. | 


Hiram Walker Gives | 


Unusual Souvenir 


to Plant Visitors | 


WALKERVILLE, OnT., Aug. 27—All | 
visitors to Hiram Walker & Sons! 
Ltd. here are now being photo-|} 
graphed upon their arrival. A} 
small snapshot is then made and 
placed in a souvenir booklet which | 
is mailed to the visitor’s home. | 

The booklet is called, “Scenes I} 
Visited at Historic Hiram Walker.” | 
It contains pictures of the distillery | 
and sketches depicting 19th cen-| 
tury days at the Canadian plant) 
across from Detroit. 

The company says it prefers a| 
mailing after a visit because “we 
feel that a direct handout during 
a tour is too easily lost or mis- 
placed.” 

John D. Williams, director of) 
employe-public relations, calls the 
souvenir booklet “a quiet substi- 
tute for a more spirited souvenir.” 


Sirsteak Sets Campaign 

Sirsteak Machinery Inc., Acton, 
Mass., manufacturer of steak ten- 
derizing machines, has announced 
its 1952-53 advertising schedule. 
Publications to be used include 
American Restaurant, Chain Store 
Age, Hospital Management, Hotel 
Management, Institutions, Locker 
Management, Meat Merchandising, 
Progressive Grocer and Super Mar- 
ket News. Frederick W. Cole, Win- 
chester, Mass., handles the account. 


STIMULATE SALES © 


FOR EVERY PURPOSE 


For advertising...for special promotions...for anniver- 
sories for political campaigns Poster 
designed ond produced by Eureka always oftroct 
attention. Our fifty years of experience in this field 
is of your service 
For information of quotations write: 
EUREKA SPECIALTY PRINTING COMPANY 
COMMERCIAL DIVISION 

Scranton 9 Po 


PIONEER MANUFACTURER 
OF GUMMED PAPER 
SPECIALTIES 


Magazine Men Readying |F lotill Appoints R&R; Plans 
Book on Circulation Sales ‘Si 000,000 Promotion 
“Magazine Circulation Sales and| _ Flotill Products Inc., Stockton, 
Promotion,” a book based on a Cal, has appointed Ruthrauff & 
course given at New York Uni-|Ryan to handle advertising for its 
versity, will be published this fall|complete line of canned vegetables 
by the Magazine Publishers Assn. and fruits. Plans call for the intro- 
A transcription of the course, the duction and marketing of a new 
volume will be the first of its kind line of canned and packaged die- 
published in some years. tary foods under the brand name 
Subjects covered will include Tasti-Diet. 
circulation selling and manage-| The line will include fruits, 
ment; reasons for circulation sales; dressings, puddings and juices and 
single copy sales; newsstand sales it is estimated that well over $1,- 
promotion; selling new subscribers |000,000 will be put into the adver- 
by mail and the relation of editori- |tising and promotion plans. Beacon 
al and advertising to circulation.|Advertising Associates is the pre- 
Advance orders are being accepted vious Flotill agency. 


at $2.50.a copy. 
| Begley Joins Kudner Agency 
Frank-Gold Zone Number 35 John P. Begley Jr., formerly as- 
AA Aug. 18 gave the new agen- sociate editor of Diesel Power and 
cy, Frank-Gold, the wrong zone Diesel Transportation, has joined 


|number. The correct zoning is the copy staff of Kudner Agency, 


Los Angeles 35. New York. 


nail and Etacting 
Distrsbah 


DERUS ASSOCIATES 14 w. Lake S$t.chicago, |, III. 


on of Radio Releases <<" 
and News Mats 


Quaker Oats 


LARRO 


"MOST FEED MANUFACTURERS 


ARE BUYING 


‘The Hottest State Farm Paper’ | 
IN AMERICA!” 


LOOK AT THOSE TRADEMARKS! Every one of these feed manufacturers 
is a 1952 advertiser in the Missouri Ruralist. Why? Because Missouri 
actually raises more livestock than many of the “stock” states—and must 
buy a tremendous amount of feed. And, because Missouri Ruralist has 
the confidence of the farmers, ranchers and dairymen—the confidence that 
helps sell for advertisers. The trademarks prove it! 


MISSOURI RURALIST 


PUBLISHED BY CAPPER PUBLICATIONS 
Business Offices — Topeka, Kansas 
Editorial Office — Fayette, Mo 
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S.S.S. Company, Atlanta, Georgia 


a 

: Idea suggested by CLARENDON MOWER, Jr. 
g sae 

| In Chicago, it takes 2— 


to hatch your sales plans 


Is BECAUSE .. . Chicago has outgrown the power of any single daily news- 


paper to reach even half of your city and suburban prospects.* 


Today it takes two daily newspapers to reach a majority of the 
market—and for MosT net unduplicated coverage, one of your two MUST 
be The Chicago SUN-TIMES! 


%* See your copy of the independent Publication Research Service study, “Chicago Daily 
Newspaper Coverage and Duplication, 1951,” or write us for details. 


a =SUN-TIM 


enamine WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 550,293 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING MARCH 31, 1952) 
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| PHOTO REVIEW 


NEW PORTLAND SPECTACULAR—Tide Water Associated Oil Co. measures 120° long and its flying A emblem has a 22’ wing- 
is responsible for this $25,000 spectacular which is lighting up spread. A revolving flying A (at left) is operated by a motor 
Broadway in Portland, Ore. Made by Security Signs Inc., it located in the sign itself instead of at the base. 


BATHING BEAUTIES—Before adjourning for a cocktail party and dinner celebration, 
members of the Women's Advertising Club of St. Louis staged a bathing beauty 
contest featuring these four lovelies. From left to right are Henrietta Bahr, ad 
manager of Eagle Stamp Co.; Edna Carroll, copywriter for Gardner Advertising 
Co.; Mary Kay Kane and Frances Bergmann, both free lance artists. 


CIGARET GLOVE—Model Linda Harper PARTY TIME—Talking things over at cocktail party given by Life during the New 


sports a new Dawnelle glove with slots York convention of American National Retail Jewelers Assn. are (from left) rd 
for cigarets. Philip Morris & Co. is plan- Pleuthner of Batten, Barton, Durstine & Osborn; E. Prestinari, president of m, 
ning a tie-in for Marlboros. and William Holman, eastern ad manager of Life. 


Bj Wet 

C’MON NOW, A B-I-G SMILE!—Even though the mercury touched 96 during the i> — 246 
annual McGraw-Hill Chicago office outing, the winners look happy. That's low : 
gross winner Ed Brennan of Electrical Merchandising with the electric blanket and UN DAY PREPARATIONS—Seated at a round table at a press ence Francis, board chairman of General Foods Corp. and 
trophy. He's flanked on the left by Jim Shipley of International Group and on the breakfast meeting called to discuss plans for world-wide ob- chairman of the New York UN Day committee; Allan M. Wil- 
right by Lou Romigh of Power, who tied for second low gross. servation of UN Day (AA, Aug. 18) are (left to right) Edward F. son, v.p., Advertising Council; Frank L. Weil, chairman of the 
Royal, Advertising Council account executive for UN Day; Clar- National Citizens’ Committee for UN Day, and Richard W. 

Reuter, deputy executive director, CARE. 


q Sa kl 


AD MEN'S POST 209 Samana of ; 


FLASHLIGHT AD THEME—Marion Harper (left), president of McCann-Erickson, looks 
thoughtfully at nine-year-old Stephen Smith, winner of a Ray-O-Vac Co. contest 
to pick a living symbol of the company’s new flashlight promotion character, Captain 
WANTED: J. O.B.—The Advertising Men's Post, New York, was right, are Mr. Clark and Post Commander Julius Joseph Jr., Ray-O-Vac. J. A. Melinay, v.p. in charge of sales of Ray-O-Vac, admires Steve + 
represented in the American Legion parade with this float, de- Franklin Bruck Agency. The admen’s post has established a get-up at right. The captain and new flashlight were introduced to dealers in 
signed by Joseph Clark, Benton & Bowles. The inspectors, at J. O. B. wing to publicize the value of employing disabled vets. “the largest trade paper schedule in the country’s history.” 
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Ceiling Unlimited 


Man’s ability to jump higher and higher 
seems to depend only on his determination 
to do so—and on his ingenuity in devising 
new and better ways of jumping. 

In advertising the ceiling is equally un- 
limited. 

As long as there is the continual determi- 


nation to improve every phase of advertis- 
ing—and the ingenuity to devise sound ways 


of doing so—advertising is bound to gain 
higher and higher effectiveness. 

At least that’s what’s happened in the 
past —and we plan to keep it happening that 
way in the future. 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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Salesense in Advertising... 


Feature Section 


Business Papers Must Spearhead the Drive 
for Better Trade Publication Copy 


By James D. Woolf 
Advertising Consultant 

Of interest and great importance, in my 
view, is the following letter from the edi- 
tor of an exceptionally fine trade journal 
—the leader in its field. I shall quote 
what he says verbatim: 

“Maybe we are so close to the forest 
we don’t see the trees, but it has been my 
feeling for a long time that much trade 
advertising misses the 
boat for the same rea- 
son that so much con- 
sumer advertising does 
—namely, too much 
bombast, too much try- 
ing to be clever, etc. 

“The level of the 
best trade advertising 
of course is very high, 
but I don’t think it 
can be stressed too of- 
ten that the people who prepare trade 
copy should be highly skilled, creative, 
and very well informed. This three-fold 
requirement, of course, runs up against 
the hard fact of economics—in that so 
many trade ads are delegated to the so- 
called ‘office boy,’ because of the low 
dollar commission as compared with con- 
sumer space commissions. 

“I believe the agencies who do the real- 
ly outstanding jobs in consumer publi- 
cations realize that their trade adver- 
tising is insurance for the account, and 
therefore they put into it what it takes, 
rather than just what the dollar return 
might signify. However, these agencies 
are few and far between. Most of the 
best trade copy is prepared by agencies 
that specialize in trade copy, in my ex- 
perience. 

“If these thoughts are any grist for 
your mill, you are welcome to them.” 


James D. Woolf 


® These thoughts are indeed grist for 
my mill. Not that I consider the problem 
to be easy of solution. It isn’t. “Facts,” 
as Le Sage reminded us long ago, “are 
stubborn things,” and there is no denying 
that the hard fact of economics is inimical 
to a high order of creative production in 
the trade journal field. But I am per- 
suaded that far more can be done than 
is being done to improve this situation 
Only a relative few admen deserve a 
shining “A” for effort, and my editor 
friend probably is right in his assertion 
that agencies giving their all to trade ad- 
vertising are few and far between. 

It is my firm conviction that any agen- 
cy which knowingly releases a mediocre 
piece of copy because the space cost is 
low, is short both on professional integ- 
rity and good business sense. When the 
economics of the situation do not permit 
first-class work—which probably is the 
case oftener than not—I believe the agen- 
cy should go to its client and say, “Let’s 
face it.” 


s If on the basis of cost figures, actual 
or fairly estimated, the agency makes 
out a good case for itself, the next move 
then is up to the client. He can (1) agree 
to a plan of adequate remuneration for 
the agency; (2) go on record that second- 


class copy is plenty good enough for the 
trade papers; or (3) fire his agency—an 
unlikely event if the client is satisfied 
with the over-all consumer advertising 
job that is being done for him. 

I am not suggesting that only rarely 
can the agency afford to do meritorious 
trade work for its clients. When an 
advertiser spends substantial sums for 
commissionable consumer space and time 
through his agency, he deserves and fre- 
quently gets the best the agency can give 
him in trade copy. But the real rub is 
in another direction. I refer to the fact 
that many trade paper advertisers—and 
possibly the majority of them—spend 
little or nothing in consumer media. 
Their trade campaigns involve expendi- 
tures ranging from sums as low as $5,000 
to a maximum of, say, $50,000. (I am 
just guessing at these figures, but I prob- 
ably am not far out of line.) 


® On such accounts as these, and there 
are hundreds of them, the hard fact of 
economics really makes itself felt. When 
there are no commissionable consumer 
expenditures as well as no fee arrange- 
ment, no agency can afford to use high- 
salaried talent on a trade campaign run- 
ning to, say, $20,000 or so. It just isn't 
in the cards to meet the three-fold re- 
quirement specified by my editor friend. 
This is one reason why, in his words, so 
“much trade advertising misses the boat.” 

Primarily at fault here is not the agen- 
cy but the attitude of the advertiser. Too 
often—and@ I can substantiate this state- 
ment with a thick file of case histories— 
the trade advertiser is not willing to shell 
out for first-rate work. He rebels against 
paying his agency a fee over and above 
its meager commissions, which leaves the 
agency no choice but to do a cheap job, 
or to resign from the account. Always 
hoping against hope that the cloud has 
a silver lining, the agency seldom bows 
out unless the situation is desperate in- 
deed. This is understandable, human na- 
ture being what it is. 

Hence it is that I do not go so far as my 
editor friend in passing the green banana 
along to the agencies. I think the problem 
as he outlines it will not be solved until 
something is done about the attitude of 
the advertiser toward his trade journal 
advertising. It is precisely because he re- 
gards it so lightly that he refuses to pay 
adequate fees for top-grade work. If I 
chose to, I could readily set down here 
the names of at least a dozen advertisers, 
ali of them known personally to me, who 
regard their trade paper advertising as 
sort of a necessary evil. 


s I have tremendous respect for the better 
trade journals, and I have used them 
many times with gratifying results. There 
are dozens of splendidly edited periodicals 
in the trade field, as we all know, and 
each of them is a power for good in the 
field in which it serves. But there also 
are a very considerable number of fringe 
publications whose parasitical activities 
do nothing to enhance the dignity and 
prestige of the trade journal industry. 
How far should a trade journal go in 


voicing its disapproval of copy that is 
palpably bad? When it is asked to pub- 
lish a campaign that is guilty of “too 
much bombast, foo much tryink to be 
clever,” in the words of my editor friend, 
should it try to convince the advertiser 
of the error of his ways—at the risk, per- 
haps,_of losing the space contract? Many 
trade paper editors have an intimate un- 
derstanding of the problems and needs 
of their readers, yet they frequently are 
required to lend their pages to campaigns 
in which they have no faith at all. What 
then? A few days ago when I discussed 
this question with the editor of another 
trade journal, a most successful one, we 
came to the conclusion that it is not the 
function of a trade paper editor or pub- 
lisher to set himself up as an umpire or 
self-appointed authority on copy. 


s But I do think that trade papers can 
do more than they are doing to educate 
both advertisers and agencies in sound 
first principles. A few of the leading 
trade journals do quite a little along this 
line, and I have found some of their ma- 
terial most helpful. Just the other day, 
for example, I received from Architec- 
tural Record a manual, “Pointers on 
Writing Architectural Copy,” which they 
describe as “a check list for advertisers, 
assembled and condensed by the staff of 


Business Papers and Better Copy 
Cereal Purchases Examined 
How Lasker Hired Claude Hopkins 


C.M. Discusses Lincoln Ads 


Architectural Record.” I already have 
made excellent use of it, and I can think 
of more than one trade journal that might 
well issue a similar fmstruction manual. 

I do not want to be understood as 
saying that the problem sits entirely in 
the lap of the trade press. It is, of course, 
the problem of everybody—of the trade 
journal, the advertiser, the agency. But 
I do think the trade publishers should 
spearhead the effort. It is the responsibil- 
ity of each media classification—maga- 
zines, newspapers, outdoor, direct mail, 
radio, television, and trade papers—to 
lead the way in showing advertisers how 
to use that classification with greatest 
effect. 

I am an enthusiastic believer in trade 
journals—when “the people who prepare 
the copy are highly skilled, creative, and 
very well informed.” I have no faith at 
all in some of the poor stuff I see too 
often in nearly all of the trade press, 
pecially in the parasitical fringe peri 
cals that do little credit to the industr 

Most of all, it is the advertiser 
must be educated. He is the key to 
riddle. The advertiser who grasps f 
what sort of job can be done for him 
the better trade journals—when the c 
is written by first-rate talent—will g 
ly see to it that his agency is genero 
rewarded. 


Food stores 
of these 


1,291, (b) 2,053__, (c) 3,479 


have 6 stations? (a) 1 
these 


(a) $12__, (b) $28 
is even close 


, (c) $72 


derivatives__., (c) Livestock 
chandise__, (e) None of these 


(b) Anthracite coal 
and related industries 


(c) Turkish 
regular basis__. 


(c) Held about even 
these is even close 


Drug Stores__, (d) Apparel 


factory shipments 


The Market Research Question Box 


This is the ninth set of questions and answers for admen, 
prepared by E. L. Deckinger, director of research, The Biow Co., 
New York. Try them—then check the answers on Page 50. 


81. Which of the following outlets sold a greater volume of toothpaste in 
1951, according to Industrial Surveys figures? (a) Drug stores__, (b) 
, (c) Dept. & General 


82. As of 1951. there were 2,300 radio stations (1,062 in 1946). How many 
TV stations are provided for in the FCC final Television Report? (a) 
, (d) 673 
83. There are 63 markets in which at least one television station is currently 
located. Two of these markets have as many as 7 stations. How many 
, (b) 2 


84. How much money is circulating through these United States (about)? 
, (d) $216__billion, (e) None of these 


85. What item fills up most of our freight cars? (a) Coal_ 
, (ad) Less than carload (L.C.L.) mer- 


86. In which of the following industries would you have been best paid, 
if you were an average worker in January 1952? (a) Automobile, 

, (c) Tires and inner tubes 
, (e) None of these 

87. Which of the following languages is not used on a regular (daily or 
weekly) basis on New York radio? (a) Chinese 

, (d) Hungarian, (e) All of these are carried on a 


88. It cost 32% more to reach a guy with an advertising message in the 
principal media last year than it did in 1940 (according to a Needham, 
Louis & Brorby tabulation). How much has cost of reaching a dollar 
of purchasing power changed (after allowance for tax increases and 
higher prices)? (a) Gone up about 70% 

, (d) Gone down about 40% 


89. Our biggest retail bill is in food stores where 2442% of ali retail sales 
were made in 1951. What type of outlet gets the second biggest share 
of the retail dollar? (a) Automotive 

, (e) None of these__. 

90. Which were greater in number in 1951? (a) New passenger car regis- 
trations _; (b) Television set factory shipments__; (c) Refrigerator 

; (d) Washing machine factory shipments 


Answers to Questions on Page 50 


, (d) Variety stores__, (e) None 


_, (e) None of these__. 


, (ec) 3, (d) S__, (e) None of 


, (b>) Grain and 


, (d) Steel works 


, (ob) Ukranian__. 


, (b) Gone up about 35%__, 


, (e) None of 


, (b) Gasoline Stations__, (c) 
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By Dr. George H. Brown 
Professor of Marketing, School of 
Business, University of Chicago 

Among the ready-to-eat cereals, where 
variety in taste is commonplace, the fact 
that approximately 10% of the families 
selected for study gave undivided loyalty 
to one brand stands out sharply. 

In fact, one almost feels that some sort 
of special recognition should be given to 
families such as family 482 for demon- 
strating—in this case—by 67 consecutive 
purchases of one brand of cold cereal, 
that variety is not the spice of life for 
every family in the market. 

Actually, of course, the great majority 
of families in the ApvertistInc AGE pro- 
file divided their purchases of ready-to- 
eat cereals among a number of brands, 
half of them trying six or more brands 
and one-fifth of the families buying 12 
or more brands. 

Multiple brand purchasing is so common 
that the basic problem in analyzing brand 
loyalty in this product class lies in de- 
ciding whether families are buying at 
random or whether they are following 
some sort of a pattern in their search for 


variety. 


@ In developing a technique for measur- 
g brand loyalty, the purchase records 
610 families in the Chicago Tribune 
isumer panel—610 families who re- 
Ported faithfully every week for the 52 
Mecks of the calendar year 195l1—were 
Specially tabulated to show the details of 


ir consecutive purchases in each of 
nb different product classes. 
‘or each of these product classes, a 
arate group of 100 families was se- 
ed at random from the buyers of the 
diect class. The details of the groups’ 
chases are being published in full in 
in a series of buying profiles. Ready- 
at cereal is the sixth study in the se- 
reports on margarine, toothpaste, 
ee, flour, and shampoo having ap- 
red in the June 9, June 30, July 14, 
y 28, and Aug. 11 issues of ADVERTISING 
ee. respectively. Headache remedies, 
cofcentrated fruit juices and soaps are 
Scheduled to follow this cereal study, and 
@ @mmary report will conclude the series. 
fh all cases an exhaustive analysis is 
Made of the 190 families in order to high- 
SS as many aspects of their buying be- 
jor as possible. Even though the find- 
ings cannot be projected nationally, the 
details of a sampling of 100 Chicago fam- 
ilies are interesting in a number of ways. 


8 It is no accident that cold cereals ap- 
pear sixth in the series. In fact, it is with 
some trepidation that any effort is made 
to measure brand loyalty in a product 
class where the number of brands and 


TABLE 1 
Frequency Distribution of Ounces 
(Pounds) of Ready-to-Eat Cereal Pur- 
chased Per Year Per Family 


Ounces No. of Ounces No. of 
Families Families 
0 5 (in propor- 513-528 1 
tion) 529-544 
16 4 545-560 
17-32 10 561-576 
3-48 6 577-592 
49-64 a 593-608 
65-80 7 609-624 
81-96 3 625-640 2 
97-112 2 641-656 
113-128 3 657-672 
129-144 ® 673-688 
145-160 3 689-704 1 
161-176 4 705-720 1 
177-192 3 721-73% 
193-208 2 737-752 2 
209-224 5 753-768 
225-240 1 769-784 
241-256 1 785-800 
257-272 1 
273-288 2 817-832 1 
289-304 3 
305-320 913-928 1 
321.336 2 e 
337-352 1265-1280 1 
353-368 1 
369-384 2 1521-1536 1 
5-400 3 e 
401-416 5 1681-1696 1 
wie} ie 
3-4 Total: 100 
449-464 1 25,814 Families 
465-480 1 Ounces 
481-496 , 


497.512 Median 160.5 ounces 


TABLE 2 
Market Share by Brands of Ready-To- 
Eat Cereal for 100 Profile Families 
Brand % of Market 


Kellogg Corn Flakes ......... 18.7 
General Mills Wheaties ...... 9.3 
General Mills Cheerios ....... 8.9 
Kellogg Rice Krispies ..... 6.1 
Post Grape Nuts ........ as 5.9 
Post Sugar Crisp ........ eo 5.1 
Kellogg All Bran .......... ‘ 4.8 
Eee 4.5 
Nabisco Shredded Wheat ..... 4.3 
ESS eee 3.0 
Post Krinkles ..... a ee 2.0 
General Mills Kix .... niet 17 
Quaker Rice Sparkies ........ 14 
Kellogg Sugar Pops .......... 1.2 
35 other brands ... 248 

100.0 


the frequency of purchase per family 
make for such complex patterns of buy- 
ing behavior. 

As a first approximation, an effort was 
made to classify families as to whether 
they demonstrate undivided loyalty, di- 
vided loyalty, unstable loyalty, or no loy- 
alty, in accordance with the definitions 
developed for the previous product classes 
studied. As pointed out previously, this 
brings us face to face with the problem 
of distinguishing between families which 
divide their purchases more or less reg- 
ularly over a group of brands and those 
families which buy more or less hap- 
hazardly in their search for variety. 


TABLE 3 
Frequency Distribution of Number of 
Brands of Ready-To-Eat Cereal Pur- 
chased Per Family 


No. of Bran No. of Families 
1 ipcesctpasesneuens 7 
bs eenuse socom 10 
Bt 1 jc sk eengeenee 12 
Die «eh decmuvdodoueeee 5 
5 12 
S- ‘vasdacsen name 11 
| Me ee Pere eee 7 
‘gaseous 2 
9 & 

10 3 
ll 4 
12 2 
13 4 
14 1 
Sh? * Pideatewan 2 
RR nn eee ere 3 
17 2 
a) ~~ ~<ishneseaeue 2 
| ea tt ove 
20 1 
21 


The most simple test is to compare the 
brands purchased during the first three 
months of a family’s record with the 
brands purchased during the last three 
months, in order to see if any similarity 
exists. If the brands are the same, we 
may conclude that loyalty is divided. Un- 
fortunately, some families are more or 
less regular in their purchases of one or 
two brands and quite variable in their 
purchases of several other brands, thus 
making the process of classification ex- 
tremely difficult. 


= In general, a family is considered as 
having little or no loyalty if it purchased 
eight or more brands, or if the number of 
different brands was greater than one- 
fourth the total number of purchases, re- 
gardless of the beginning and ending pur- 
chases. 

On this basis, for example, family 408 
is classified as having no loyalty, even 
though it bought Kellogg’s Rice Krispies 
in January and March and still was buy- 
ing them in November and December. On 
the other hand, this family was buying 
Nabisco shredded wheat, Kellogg’s corn 
flakes, and General Mills’ Kix during 
the last three months of the year and none 


of these three brands during the first 
three months. Fortunately, all of the de- 
cisions are not this close, so that the arbi- 
trariness of some decisions does not af- 
fect the over-all results to any great ex- 
tent. Theoretically, the problem could be 
solved if we could study the probabilities 
of exposure to different brands, but both 
the theory and its application involve 
more difficulties than any practical ap- 
plication would warrant. 


8 With this elaborate preamble, we now 
report the rough classification of the 100 
ready-to-eat cereal buying families 
shown in the accompanying profile: 
% of 
Fam- 
ilies 
No. of Classi- 
Class Families fiable 
Undivided Loyalty 
1A one brand exclusively 5 


1B primarily one brand 6 12.5 
ll 
Divided Loyalty 
2A unequally divided 
loyalty 10 
2B equally divided loyalty 10 22.7 
20 
Unstable Loyalty 
3A single change in buying 
pattern 1l 
3B change in buying pattern 
followed by a return to 
original pattern 2 
3C two or more changes in 
buying behavior 3 18.2 
16 
No Loyalty 
4 five or more purchases 
with no evidence of 
loyalty 41 46.6 
Unclassifiable 
5 four or fewer purchases 12 
Total 100 100% 


An examination of the first 20 families 
in the profile indicates both the ease and 
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the difficulty of applying the suggested 
method of classification. For example, 
family 002 is classified as in class four 
(no loyalty), because of the number of 
different brands purchased and the fact 
that its buying behavior in terms of 
brands was quite different at the end of 
the year than at the beginning. There is 
no difficulty in classifying family 010 as 
1A (undivided loyalty), nor is there any 
difficulty in spotting family 022 as class 
four. 

Family 033 is classified as 1B (undi- 
vided loyalty with occasional purchases of 
other brands) although an argument could 
be made that the family shifted from di- 
vided loyalty during the months of Febru- 
ary through August, to undivided loyalty 
during the months of September through 
December and should, therefore, be 
classed as 3A (single change in buying 
pattern). However, since this family gave 
the bulk of its business to one brand and 
since there was no change in preference 
for this brand, it was felt that category 
1B was the most accurate for this par- 
ticular case. 

Family 041 belongs to group 5 (un- 
classifiable), since only two purchases 
were made. It could be argued that the 
family should be classified as group 4 
(no loyalty), since a different brand was 
purchased each time, but if this is ac- 
cepted, a family such as 652 also should 
be classified as group 4, even though two 
out of three purchases were in one brand. 

The more complicated classification 
problems involve those families in which 
four purchases are involved, two of which 
are of one brand. Since any one of sev- 
eral categories might apply, all of these 
families are considered unclassifiable. By 
way of contrast, families 555 and 583 are 
classified 1A (perfect loyalty) because in 
a market where so many brands are 
available and where variety in behavior 
is to be expected, three consecutive pur- 
chases of a single brand is good evidence 
of loyalty. 


The tabulation on the opposite page is 
an actual profile of ready-to-eat cereal 
buying during 1951 by 100 users of the 
product as developed by the Chicago Trib- 
une consumer panel. 

The column headed “Family No.” is the 
number of the family on the panel rec- 
ords, and is shown for identification pur- 
poses. 

The column headed “Family Type” is 
a key to race and nativity, owners and 
renters, family size, and income. If the 
first digit is 1, the family is native white; 
if it is 2, the family is foreign-born white; 
if 3, it is a non-white family. If the second 
digit is 1, it means the family owns its 
own home; 2 means it rents. If the third 
digit is 1, it means the family has one or 
two people in it; 2 means it embraces 
three or four people; 3 means it has five 
or more members. If the fourth digit is 1, 
it means the family income is under $3,- 
000; 2 means it is between $3,000 and $5,- 
000; 3 means it is over $5,000. 

For example, Family 002 is native 
white, owns its own home, contains one 
or two people, and has an income of 
under $3,000. 

The remaining columns report the pur- 
chase, by brand and quantity, of cereal 
for each month of the year. The first 
purchase each month is shown at the 
upper left of the space for that month; 
the next purchase is immediately to the 


letters; hyphenated symbols denote con- 


How to Read the Purchase Profile Co 
current purchases of different size items. 
Figures following letter symbols denote 
weight of packages in ounces, as follows: 
0-1.49 ozs.-1; 1.5-2.49 ozs.-2; 2.5-3.49 ozs.- 
3, and so on. 


Key te Code of Brands in Sample of Ready-to-Eat 
Cereal Purchases 


Code Brand 
BE eee Betty Crocker Cereal Tray 
se. ow» General Mills Cheerios 
ck. .. General Mills Kix 


sw. --- General Mills Wheaties 
sr --- Giant Puffed Rice 

£ ove Glant Puffed Wheat 
j . Jersey Rice Puffs 


coves Jersey Wheat Puffs 

seneecece Kellogg All Bran 
_ -- Kellogg Bran Flakes 
- Kellogg Corn Flakes 
Corn Soya 
Krumbles 

Pep 
Raisin Bran 
Rice Krispies 
Shredded Wheat 
Sugar Pops 
Variety 
Kretschmers Wheat Germ 
Krogers Corn Flakes 
Krogers Rice Puffs 
Krogers Wheat Puffs 
Munchies 
Nabisco Bran 
Nabisco Shredded Wheat 
sania Post 40% Bran Flakes 
190 «..-cvecrecerocssscncces Post Grape Nuts Flakes 


pn -. Post Grape Nuts 
pk . Pest Krinkles 
i cheusctinieniiil . Pest Raisin Bran 


Post Sugar Crisp 

Post Tens 

Post Toasties 

Quaker Muffets 

. Quaker Pack O-Tens 

. Quaker Wheat Sparkies 
. Quaker Rice Sparkies 


right. Where more than one line is re- ateien Rhee Chex 
quired, the purchases on the second line rs. nd . Ralsten Shreds 
. : : ra o-- Ralston Wheat Chex 
in any month follow those on the first line. ig ~~. Sesaien- teenie 
In all instances the brand names are sy : .o. Sunnyfield Bran Flakes 
7 P OD ccrccission ... Sunnyfield Corn Flakes 
coded with two lower case letters. The Sarma ~ Geena Eee Gna 
number of items bought in one trans- sr... . Sunnyfield Rice Puffs 
ti is s om by the digit eceding the sw oe Sunnyfield Wheat Flakes 
action is show y a o 9g sp... .. Sunnyfield Wheat Puffs 
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Advertising Age, September 1, 1952 


Profile of Cereal Buying—100 Families—in 1951 


Basic Data from Chicago Tribune Consumer Panel—Charts Copyright by Advertising Publications Inc. 


Family | Family 
Number| Type | January February March April May June July August September | October November | December 

002 1111 pt8-pf12 qm10-kf12 | kr10-ptl2 2ke5 kc8 kr6 kcl2-ks8 gwil2 kr10 qm10 | ral2 kel2 8kel kc8-kel2 2sr8 

kwl2 kgl2 kwl2 

010 1111 R kc8 kc8 er es kc8 kc8 kc8 00% 

022 1112 eT s« nw12 nw12 i~e2 ees qp8 kk9-ral2 640 pnil ee 

033 1113 qwi2-nw12 ‘ nwl2 2nw12 qwi2-n212 | nwl2 nwl2 |] shl2 nwl2 | 2nw12 2nw12 nwl2 nwl2 | nwl2 nwl2 

2nw12 gwl2-2nwl2 2nwl2 nwl2 nw12 

041 1121 kal0 oes ee eee vies Sa kgl2 os cue eee eoee 

050 1122 k.-6-qr5 kr10-gw8 gw8-qr5 gw8 gr5 kr6-qr5 kr6-qr5 kr10 qr5 kr6° kr6-gw8 kr6 qw8 qr5 
gw8-qr5 qr5 gw8 gw8 ars gw8 425 gw8-qr5 gw8 qrs gw8-qr5 krl10 
gw8 kr6 kr gw8 ews 

gw8-qr5 qr5-kr6 

056 1122 kv10-pt13 ptl2-nwl2 kz8-kr6 kz£-kr6 ke12 kv1l ptl2-sp8 ky8-ptl2 gk7-ptl2 ral2-ke5 kc8-ptl2 2gc11-2kx1@ kx18-kr6 
ptl3-nwl2 -ge7-kz8 -ptl3 -pts ptl2-ral2 -ke5 ptl2 rx7-ptl2 ptl2-kz8 -nwl2-gc7]| kx18-ps6 gcll-kcs 
-nb7-gk7 ptl3 gce7-ptl3 kwl2-ptl2 | ptl2-2ke5 ptl2-nw12 ptl2-gc7 ptl2-pr10 kr6-kw12 ke8-nw12 -kwl2 geil | nwl2 
ptl3 kr6-ptl3 nw-12 gc7-ptl2 -pk6 ptl2-nwl2 | kz8 -ptl2 gc7-kx18 kx18-kz8 kx 18-kz8 
kv1ll-pf12 ke13-kr10 kz8-ptl3 t12 pt8-ptl2 2ral2-pt8 kb10-pt10 -2kz8 -kr6 -kr6 
ptl3-gk7 -nwl2 kr6-ptl3 rx7-ptl2 ptl2-nw12 ptl2-nwl0 kr10-ptl2 pt8-nw12 gcll-kx18 gk7-kx18 
-kz8 ge7 ptl2 rx7-kr6 -nwl12 -gc7 2kb10 kc18-ptl2 -kwl2 kx18-rx7 

ptl2 -kw12-ptl2 | kz8-gc7 ptl2-gc7 -gce7-ke5 ~kwl2 
gk7-ptl2 -ptl2 

062 1122 gr4 er qw4 sr8 ps6 2pk6 ps6 qw4-ps6 kr6 qw4 nw12 ps6 
kr10-mu6 nw12-ps6 

nw 12-pk6 
nw12-ps6 
ke5 

073 1122 ry eS She tas, eS pnll a pts 

082 1111 ike gk7 gk7 gk7/... Si gk7 ae or kr6 kal0 a a es Pr 

089 1122 kal0 pt8 qr5 kwl2 ps6 pfs nw12 pfl2 pti2 pnil kr6 gr4 ptl2 pfil2 kc8-pf12 ps6 pfl2 w4 kp8 
sg6-pt8 scl3-ps6 kal0-ke5S pt8-ptl2 gw8 pfl2 ptl2 pnil gce7 kc8 kp8 ps6 kc8-kel2 

ps6 ps6 2pk6 pf8 qm 10-pt12 pf12 pnil 
f12 

098 1122 gw8 gw8 «és gw8 gw8 gw8 gw8 gw8 ews gw8 ese eas dee uss 

111 1123 kc8 qw4 qw4 kc8 qw4 qr5-qw4 qw4 gw8-qw4 qw4 gk7-qw4 gk7 qr5 qw4-gp4 gw8-qw4 gw8 kc8 
qw4 ka8 kalO gk7-kc8 gw8-qw4 gk7 nw8 gk7 gk7-qw4 

kc8 gk7 gw8-kr6 

123 1123 kb10 prl10 is kb10-2pk6 | 2pk6 ps6 ps6 ps6 kr6-gell gell gcll ps6 ps6 
gw8 

133 1123 — aes kc8 prio kc8-kwl2 o¢ 2pr10 kc8 kc8 kc8 — kc8 qw4 kc8 oes 

142 1123 gc7 kr6 kp8 nw12 gc7 rx7 kr6 2ps6 ke5S nwl2 gce7 bcl0 gk7 pnli ge7 2kr6 

ps6 nw12-ge7 kc8-kel2 
-gk7 gk7 ; 

158 1132 2ps6-kal0 | kal6-nwl2 | gcll 2ps6 gcll-2ps6 ps6-ke5 gwil2 2¢wl2-keS | kwl2-bel0] gw8 gwi2 gw8 
-nw12-2gc7| -gcell 2ke5 pk6 scl2 nw12-ps6 gwil2-ps6 ke5-gwl2 
2ps6-gc7 2ps6-gell -2ke5 
gell gwi2 

169 1132 2pr10 2pr10| 2pk6 2pk6 2gk7-gwl2 |2kc12 kc12] 2gk7, nw12 2ke12 2kc1l2 2kr10-gell| 2kx18 2kr10 2gr4-2pnll1 
kr10 2pri10 | ptl2-2gk7 gcll-pnll kcel3-pn11 2pnll-kcl2] kx18-ps6 2kc12-2ptl2] gwl2 ke18-kr10 | 2kr10-kc18 | -2kr10 
2gk7 pnil-gell gcll kx18 2ke5 -pnil 2pk6 gwl2-kx18 | 2kx18 kcl18] kcl2 2nw12-2gcll 
ptl3-gk7 -2gk7 gell kel3 |[2ke5 kx18-pb12 | krl0 rx7 2kr10 -2pnl1-2kr10 

gell-2¢k7 [kcl3 kel2 m nw12-2pm12 
2pnl1-2pf12| 2gp4-kc12 -kr10-kc8 
gell -kel2 
nw1l2 
gk7-gwl2 
-pnll-kc1l2 
-kr10 

175 1133 ptl3-2pnl11 | kal0-pnil ps6-2pnl11 gk7-ps6 kw12-2pnl1l} nw12-ps6 pk6-kb10 2pn11-2pk6] kcl2-pnill 2pnil 2pnl1-kc12 
-ps6 -gk7 -pf12 -2pnll -ke18 2pnil pk6-kb10 -2pnil kcl2-2pnl1] -ps6 -| nwl2-2ps6 | ps6-2pnl11 
pnil-pri0 kb10-2pnl11 | ps6-2pnil gcll-ps6 2pnll-qr5 -2pnil pk6-kc18 -nwl2-gp4 | 2kvl1-kg8 -2pnil-kce8 | kcl2-2pnll 
-nwl2-ps6 | -2ps6 -pfi2 -kal0-pt8 -ps6 pk6-kc18 -2pnl11-pr10} 2pnl1-2pk6]| pnil-pr10 -kcel2 pnill 
pnil-prl10 kr10-pnlil ps6-kc12 -2pnl1 prl0-ps6 -pnll 2pk6-kc12 ~ps6-pk6 jw8-2pnll 
-ps6-rx7 kb10-pt12 -kal0-kb10 |sh12-ps6 ptl2-pnll ps6-2pnl11 -kb10-2pn1] kel2-2pnll1] 2pk6-2pn11 
ptl3-nw12 -2pnll -2pni1l -kc8-kr10 -prio ps6-2pnll1 
4pnll -2ps6 ps6-kc12 -2pnll 

-kb10-2pn11]2ps6-kc12 
ps6-kc18 -2pnil 
-2pnll-nw1Z 

183 1133 kc8-gc7 ge7 gce7 ge7 ps6 gc7 gce7 gce7 ge7 ge7 ral2 kce8 gc7 gw8 kc8 ke8-ge7 kc8 kc8 gc7 kcl2 
gc7 gc7 gc7 gw8 kc8 ge7 kc8-gc7 kc8-gce7 kc8 gw8 gw8 kc8 kc8 ge7 

gc7 

194 1132 bcl0 nw12 sr8 kc8-kr10 kr6 nw12-kc18 oe bce10 kce18 see 
kel3-gell 

204 1133 kc1l3 2kr10 kr6-ps6 2ps6 2ps6 kp8 gcll 2ps6-2rx7 rx7 2ps6 2pk6 ps6-kc8 

gc7-2pk6 gc7 -2kc12 
gc7 kr10 
krl10 

212 1211 eT Bow ee Lee ° e< kc8 kc8 kc8 kp8 a ae oe 

224 1211 kg12 nwl2 | kgl2 kgl2 kgl2 nwl2] . A wl ee qm 10 qm10 qm 10 qm10 

ps6 

242 1211 gw8 kk9 pbi2 kvl1l px1l ks8 ks8 kv11 qw4 qw4 gc7-2qw4 kr6 qw4 kk9-qw4 qw4 kvll kvll ks8 -ks8 qw4 ks8 qr5 
kv1l kvll ks8-qw4 ks8 kr6 kr10-qw4 kr10 ks8 kc8 kr10 

256 1112 gw8 kr6-pf12 $0 gwi2 kr6 pfs pfs gw8 pfs kr6 gw8 kr6 pfs pfs owe eee 

263 1222 ke13 cos kc8 oe qr5 kc8 ook kel2 keS coe kc8 kc8 

272 1212 kgl2 kal0 kvll sie % px1l kc8 kc8 kc8 kc8 kc8 kc8 pts kc8 kc8 kc8 k kes 

kal6 kc8 

282 1113 Peree — b aie © os é8 os qr5 oie 10kv11 ke1l2 kc& 

288 1213 = gell of kr10 gc7 2gw8 wT kc8 Tr ge7 ge7 pk6 ge7 

295 1213 ke13 kel3 kel3 kel2 kel2 kcl2 kal6 kal6 kc12 kel2 kal0O ptl3 kce1l2 kcl2 kc8-ke12 kc8-ke12 

kel2 kal6 kal6 kel2 
kal6 
305 1222 pfi2 ee qr5 bc10 rx2-ra2 are ee nw12 eee ee 
-pbi2 

313 1221 ge7 gell gell-qr5 gell gcll-kc12 kr10 an ke12 kcl2-kall gcll-kri0 | gcell gell gcll 

gell-kcl13 [2kp8 gk7-qr5 

322 1221 kr6-kw1l2 kwl2-gwl2 | gwl2-qw4 qw4-gwi2 2gwl2-qw4] gw8-qr5 gw8 gw8 qr5 qw4-gwl2 gwil2-2qw4]| gwl2 2qw4 [kwl2 2qw4 
-qw4 -2qw4 kwl2-gwl2 |gwl2 gw8 gw8-qw4 nwl2-gwl2 | qw4-gwl2 nwl2 nwl2] 2qw4-gwl2 |ar5S 
gwi2 gwl2 | gwl2 gwi 

329 1222 gell-qr5 qr5 kr6 gcell gcell gc7 gk7 gk7 gell rx7 ge7 gc7-gk7 gk? ge7 kcu gk7 

gell kr6-pf8 gk7-gce7 gce7 gk7 

339 1222 kp8 qw4 gwi2-shi2 | gwi2 ks8 kwl2 rx? ral2 kp8 nwl2 kwl2 pté kp8 gwi2 kcl2 

ks8 ks8 kp8 kp8-ks8 2ke5 qm 10 rx7 ks8-qm10 ke12 
ks8-kw12 gk7 gwl2 kp8-rx7 prio 
ks8-rx7 
345 1222 ge7 gc7 gc7 kc8 qw4 kr6 gc7 gc7 kc8 gce7 gc7 pk6 kr6-gc7 gc7 gc? ge7 2kp8-ge7 
ps 

kr6 qr5 kr6 gc7-qw4 kc8 2ke5 gc7 kr6 gcell kr6 ge7 gc7 2qr5 kalO-gr4 kr6 er4 ge7 
gce7 pk6 2ps6 ge7 kc8 gcll ks8 gcell qw4 gc7 ge7 

kr6 kr6 kr6 kr6 kr10 kr10 | qr5 eos ae krl0 gp4 psl0 

ve gw8 kk9 ss kk9 kr6 qm 10 ps6 pnil kc12_ | ps6-kw12 kal0 kr6-kk9 
2ke5 kk9 qm10 
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. 46 Advertising Age, September 1, 1952 
Fa * 
| ne-Half o ereal Buyers [ry Six or More Brands; 
a 
% 
‘ Family |Family 
Ra Number! Type | January February | March April May June July August September | October November | December 
aah 377 1222 pnil pnil pnil kk9 pnil nb16-sh12 nwl2 pnll-gw8 pnil nwl2 | ks8-gw8 gw8 kc12 kc12-gc7 ral2 ral2-gc7 
3 kfl2 pnil shi2 pnil-shi2 shi2 pnil pnil-rx7 pnil-kf12 ral2 kel2-gce7 kcel2-pnil gc? pt8-gcll ews 
. pnil-shi2 [| pnil-gw8 shi2 pnil nil qw4 pnil -gw8 -pfs nwl2-ge7 gws pfs 
gw8 shl2 pnil pnil-ge7 pnil-shi2 kp8-n212 ral2 kcl2 gcll-ral2 
shi2 -gw8 pnill-ge7 
“ 384 1232 oe kv10 kr6 kr6 kr10 krl0 kr10 gce7 kr10 kri10 jf. eee 
krl0 
393 1123 kr6 gw8 kel3 gw8 kp8 kp8 kp8 kp8 ka l0-kp8 ka 10-kp8 kcl2-kps gw8 pk6 kcel2 
kcel3-kalO |kal0-kp8 kal0-ge7 bel0 kp8-pt8 kp8-ps6 nb16 kp8 kal6-kp8 kgl2-kp8 
pk6 kp8 kp8 pk6 pk6 gw8 
ra 401i 1223 sell kc8 see 2ke5 ae 4 eee kc8 kc8 TT kel2 kc8 kc& 
Pet 408 1223 kr10-qw4 pnil-kalO kc8 kalO ka 10-gw8 2ke5-gw8 nw12 kp8 rx7 pxll kc8 ps6 gw8-kr6 &kcl-kr12 
/ pnil kc8-qw4 kr10-gw8 gw8-qw4 gw8-qw4 kv11-qp8 kv1l kp8 gk7-kc8 nw12-kr6 
ka l0-shi2 kr6-qw4 kvll kv1l kvll-nwl2 | kr6 kc8- 2kc12 
nw12-kf12 
425 1232 krl0-syl4 2gc7-gwi2 | scl8-ge7 rx? gc7-2ke5 sc18-pk6 gc7 scl8 gw8-ge7 rx7-ge7 gc7-gw8 gk7-2gw8 ge7-2gw8 
kk9-2gc7 -scl8 2ps6-2gc7 ps6-2ke5 gce7-scl8 gc7-qw4 scl8-rx7 gc7-gwl2 pfl2-gc7 gc7-gw8 krl0-gell 
‘a -ps6 gk7-rx7 2rx7-ge7 sc18-2ke5 -rx7 ps6 gwi2 -gell kel2-gc7 -gw8 kce8-kcl2 -2gwl2 
= scl8-sg6 ge7 scl3-sp8 ~ge7 gc7-ps6 -gr4 gk7-gw8 pf&-gc7 kri0-gell 
° -sp8 -2gc7 pk6 gc7-gwl2 gc7-gw8 -rx7 -2gw8 -gwl2 
1 ge7 sp8 -sel8 ge7 pb8-gc7 
-gw8 
- 433 1232 pb8 kc8-ge7 ps6 kal0 qr5-kc8 kc8-kgl2 ke12-px1l 2ps6 ps6-ke5 pb12-ge7 gcll-gk7 gc7-ps6 gc7-ps6 
kcel3-kp8 pb12-gc7 gcT-kc8 2gk7-2gc7 2ps6 pb12 gc7 gk7-ge7 -kel2-pbl2 | -qr5 ps6 kel2-kf12 [ps10 
2kr6-2kp8 -2ps6 gk7-pb12 -kce8-2kr6 qr5 kel2 2ps6-kp8 qr5 pk6-gell gc7-kel2 gc7 
-pb8 kc8 2ps6 -pb12 qr5-ps6 
4" 2ps6 pb12 
( kcl2-pb12 
447 1233 nw12 kc8-gw8 ptl2 + ae nw12 kel2 kce8-kel2 pnil-nwl2 |... 
-gw8 
464 | 2111 kalO kalO | kal6 kal6 nwl2 |kal6 kal6 | kal6 kal6 kal6 |kal6 kcl2 | kal6scl2 |kcl2kcl2 |kal6 kcl12 | kal6kcl12 |kcl2-kal6é 
kal6 kal6 ka l6 kal6 kal6 kal6 kal6 kelz kel2 kalO ke12-kal6 kce12-kal6 ke8-kc12 kal6 
kal6 kal6-scl2 kal6 kc12 kcel2-kal6 -kal6 kal6 
kel2 kcel2 kel2 kal6 
474 2111 - kc8 — kal6 i —— kc8 oe kal6 aan kal6 
Ae 482 2121 kel3 kel3 kel3 kel3 kel3 kel3 kel2 kel2 kel2 kcl2 kel2 kel2 kel2 kel2 kel2 kel2 kcl2 kel2 kel2 kel2 kel2 kei2 kel2 
a kel3 kel3 kel3 kel3 ke13 ke13 kel2 kcl2 kel2 kel2 kel2 kcl2 kel2 kel2 kel2 kcl2 kel2 ke12 kel2 kcl2 kel2 kel2 
 ¥ kel3 kel3 kel3 kel3 kel3 kel3 kel2 kcl2 kel2 kel2 kcl2 kel2 kel2 ke1l2 kcl2 kel2 kcel2 
Lee ke1l3 kel3 kr6 kel2 kel2 
491 2122 gw8 kal0 gw8 gw8 qr5 gw8 ka 10-gw8 qm 10 qm 10 kp8-qr5 2ps6 2ps6 kp8 kf10 kp8-kcé kc8 kp& 
gw8 gw8 qr5-gw8 2pk6-qr5 ps6-kp8 ps6-kc8 kp8-kc8 kp8 kp8 kps kps 
-gw8 -kp8 kc8-kp8 ps6-kc8 
2qr5 kp8 
‘ 2ps6-kp8 
4 kc8 
: 503 2122 pnil pk6 pnil psé ps6 gce7 ps6 é pnll-ps6 pnll-pk6 kr10 qr5 pnll 
: . pk6 ps6-pk6 
4 pnil 
. 512 2123 kgl2 gw8 gw8 gw8 kgl2 gw8 gw8 gw8 gw8 gw8 gw8 2kr6 gw8 gw8 gw8 gw8 gw8 gw8 gw8 gw8 gw8-kgl2 
: gw8 gw8 gw8 gw8 kgl2-gw8 gw8 kgl2 gw8 gw8 gw8 gw8 gw8 gw8 gw8 gw8 gw8 
gw8 gw8 gw8 kr6 gw8-kgl2 
526 2122 pf8-shi2 pnil-gwil2 | shl2 ptl3 2ke5 2ke5 gwi2-ral2 |.. gwil2 ral2 kcl2 gw8 ee gk7 2kc8 kx18 
5kr6 pnil-pf12 gwi2 pnil pnll ral2 
536 2122 sen rr kr6 eee gw8 kc8 kr6 kc8 one cee kc8 yr 
548 2133 qmi0 shi2 | 2pk6 shl2 kc8 kc8-ral2 qw4-ral2 kc8 kb10 kr6 ral2 kr10 kce8 2kr6 2kc8 ral2 2qr5 kc8-ke12 
2ps6 2kc8 kce8 shl2 kce8-shl2 ke8 qr5 kc8-qr5 kr6-kgl2 2kr8 gc7 gc7 2kc8 2qw4-ral2 | kc8-kcl2 gc7-kp8 
kb10-2pk2 kr6 nwl2 kc8 kc8 qr5-ral2 -ral2 2ps6 qm 10 2kc8 kr6 kp8-ral2 -ps6 
. kr6 kc8 krl10 -ke5 ps6 pf8 kgl2 kc8-kel2 
a ral2 kc8 qw5 qml10 | kc8 2ps6 
ral2 
55 2211 -wé cee kc8 kc8 kc8 . 
566 2211 kc8 kr8 <8 Fr see ese ° 
583 2213 F aul oe ps6 ps6 ps6 Tr er see rr 
590 2221 ps6 pk6 ee ps6 kr6 eer kp8 ke5 ime evn kr6 kv1l kc8 kc8-kc12 
602 2222 pfs kc8 pfl2 gw8 gw8 gw8 kgl2 gw8 gris gw8 gw8 kp8 kc8 gw8 gw8 qw4 gwi 
. pf12 pfl2 
613 2223 bel0 kv10 qr5 kr6-qr5 coe qrs gk7 
kr10-kb10 
625 2231 3gk7 gk7 ge? kr6 ° ° ps6 2pk6 kb10-ke5S 2ke5 2ke5 
qr5-ps6 2ke5-gell 
-pk6 ps6 
631 2132 2qw4 shi2 rsl6 kb10-pf12 kb10-gc7 rsl6 kr6 gell-rsl6 | gcll-kr10 | gell 2kk9-gw8 gwi2 kc8-ke1l2 2gc7 
sp8 gc7 rsl6 kr6 qw4 2qw4 nb16 gcll sp8-rs16 ke12-kk9 kc8-kel2 
scl3 gp4 rsl6 gcll qw4 kv1ll ral2 
642 2233 kal6-ks8 pfl2 ps6 kr6 kp8 ks8 pf12 pk6 gc7-gwl2 gw8-ge7 qr5-pfl2 ps6-pf12 kr6 kal0-pk6 gwil2 
-ps6 gw8 ps6-kal6 gwi2 pk6 pfl2-kal6 qrs ka 16-pf12 gw8-kalO gw8 kal0-kk9 -ptl2 pk6-kal0 
pfs kalO 2ke5 gc? ge7 ps6 ks8 gw8-kk9 gwil2 pfl2 ks8 
kr6-kal6 4kr6 
/ 652 3112 ase eee aoa i ow ees ae gc7 qr5 ar gc7 eee cee 
. 661 3121 gp4 pti2 2mu5S 2sp8 sp8 sp8 sp8 sp8 sp8 scl3 scl8 scl8 oe ee kc18 
kel3 sp8 kel2 
670 3123 eee ese kwl2 kalO qr5 pbl2 i ts 2kc8 eo. oes 
680 3132 3scll scl8] 2scl18 2scl8 is eee pk6 kel3 sc18-pk6 scl2 srs srs 
scl2 ke1l2 kc8-ke12 
kr10 2sci2 
“ 691 3133 kalO 2gc7 nwl2 2ps6 2kps8 ptl3 kc12 gc7 pfs 2kr6 ka 16-ptl2 kce12-2kr6 kr6-gc7 kal6 kal6-ps6 
kalO gc7 kel2-kri0O | kr6-pf8 ptl2-ge7 -gc7-gw8 -kwl2-gce7 | qm10 pb1l2-gc7 gce7 
-ge7 -2gw8 kr6-gc7 kr6-pnll ka l6-gce7 gce7 gc7 
é kr6-pt12 2kr6-kal6 2kr6-2gc7 | gc7 
-gc7-ps6 -2gc7 kel2 kr6-kal6 
ptl2-pfs kr6-gce7 -ge7 
p ~gce7-keS -qm10 
e 709 3211 kc8 ee ee ee 
> 724 3211 i a e6 so2 TT aes wa kc8 er wn wee 
; 742 | 3221 2kc8 gwi2 kc8 kc8 kcl2 gwi2 2ps6 ps6 gwi2 gwl2 | pk6 kel2 ps6 
- gwi2 nw6-ps6 
s6 
e 758 3231 kc8 ps6 pk6 qr5 kr6 —_ 
x 767 3112 Taig axa 7. ie i. ahs mary? ey a re ms cee er kc8 kc8 
h 778 3231 kc8 gw8 kc8-gc7 kc8 qw4 kc8 kc8 kc8-gw8 kc8-gw8 gw8-gc7 kc8 kc8 gw8 sw8-ps6 
‘ shl2-kgl2 kc8-gw8 gw8-scll kc8 gw8 
: 790 3233 kc8 kc8 2kr6 2ps6 2ps6 kel2 scl2 kcel3 kel3 ° nwl2kb10 |... 
. kel2 kel2 kal0O ps6 
kc8 
800 2231 ps6 k6 gr5 r5 c7 c7 ea kc8 qr5 gc? gc7 gc? oe 
822 1221 or (te ict ot od eee vie kel2 kr6 aes oe rr 
E 828 2232 gwi2 gwi2 shl2 gw8 gwi2-shi2 | gwi2 gwi2 “1 gwi2 gwi2 priO gwl2 | gwi2 pso gwic 
ie gc7?-gwil2 gw8 gce7 gwil2 gell gwi2-nwl2] ptl2 gwi2 gw8 gc7 gcll-gwl2 [gwl2 
ie gwi2 gwil2 gwl2 gwi2 nwl2 gwl2 | gwl2 gc7-gwl2 
s gcll-gwl2 kr6 gwi2 
-rx 
838 | 2133 ge7 kr6 kr6 kr6 kc8-kr6 ps6 qr5 kr6 sr8 qrs kr6 kr6 +. qrs rx7 qw4 qw4 qw4 qw4 
pk6 kc8 kr6 pk6 kc8-ke1l2 keS qw4 
kc8 qrs qw4 
qr5-qw4 
-kr6 
1111 eee kvll nee —— qrs kc8 pf8-qr5 kb10 ose eae eae 
2221 gc?-kc8 eae qw4 gw8 gell qr5 kc8 nwl2 ee kp8 ptl2 s6 oe kvll kvll-ke5S 
gc7 kr6-kv1l kvll-ke5S kp8 
bel0 
3113 ps6 2pk6 ps6 
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Advertising Age, September 1, 1952 47 
One-Fifth Try 12 or More Brands in a One-Year Period 
ne-Ff it r or iviore Drandas 1n a Vne-r ear Frerlo 
Family | Family 
Number} .Type January February March April May June July August September | October November}; December 
882 1223 - * 6 slae «ue nis e kvl0-nwl2] ... 060 kvll ses eee Se ek 
888 2223 kp8 pt13 ps6-pk6 ptl2 pk6 kk9-kgl2 a. * ptl2 kr6 2ps6 ptl2-pnll ptl2 ps6 nwl2 kp8 ks8 "eee 
qw4 kr10 2ps6 ptl2 gc7 2ke5 ptl2 pt8-ptl2 ptl2-qm10 | ptl2 kel2 ps6 kel 
kp8 bc10 pxll ke12-kcl2 
898 1223 kr6 gell kr10 gell gc7-qw4 ge7 kvll gc7-kr6 gk7-ral2 kel2-krl10 | 2gc7-kr6 kr6 gk7 rx7-ge7 kr6 -gk7 gk7 
kr6 gw12 kr10 kr10 gce7 kr6 gcell kp8-kr10 gc7 bel0 kr6 gc7-kr6 gcll krl0-gell | kri0 
kr10 gc7 gcell-2ke5 ae kr6 
gc 
906 2123 ks8-pnll kel3-nwl2] kr6 ral2 2ke5 e kc8-ps6 pk6 kce8 pk6 ps6-ke5 eee cee 
\ -nw12 pxll pnll-kr6 pk6-gm10 pnl1l-pk6 kr6 A 
c7-kz4 kc8-pk6 pk6 
918 3222 mi ‘ gell kce13-kp8 ps6-rx7 gcell gwi2 2kp8 gell 2kr6 kel2 gc7-gwl2 rx7-pk6 
-gell pts gce7-gw8 -pk6 
rx7 
924 1212 é. kr6 2ke5 é er oo rx7 ‘ee se pb12 pk6 
930 2222 — ae se kp8 kel2 kel2 scl8 scls kel2 rx7 Sim kal6 scl8 v0 kel2 
939 1233 ps6 ps6 pk6 ps6 ps6 ps6 ps6 qp8 ps6 ps6 ps6 ke5 <*> ps6 qp8 10qgp8 10qp8 qr5 qr5 
kr6 ps6 ps6 6qp8 kp8 qr5 qr5 = qm 10 jr5 
qm 
946 3211 pnii-kel3 | ptl8 kc8-kr10 ke13-pf8 kel3 kc8 ptl2 kc13 ke13 pf8 qw4 2qw4 qw4-pf12 kc12-2qw4 | kc8-kc12 kel3 
ke13 kr6 -rx7 kc13 -pf8 pfs kel3 sp8 kc13 kr6-ral2 2qw4 kel3 kel3 
kc8-nw12 kc13 7 pf8-2qw4 kcl2-qw4 
c 
951 1222 os + eee pk6 pk6 ps6 ps6 2gk7 pk6 gk7 gk7 pk6 kr6 krlo 
pk6-kr10 kg12-pk6 gk7 
ke5 
955 1211 kwl12 2kcl3-kgi2 | pb8 2kc8 kr6 a kel2 kgl2 kc8 kc8 
kgl2 kgl 
958 3233 ke13 kel3 kcel3 kel3 kel3 ke13 2ke13 kel2 | kcl2 kel2 gwi2 kel2 ke13 nb12-pk6 ke12 kel2 kcl2 gw8 kc12 kc8-kcl2 
ke13 ke13 ke13 ke13 2pti2 kc12-gw8 ke12-ps6 kel2 
ptl2 
961 2131 kr6 ps6 kp8 qr5-pk6 2ps6 ps6 kp8 kp8 ps6 ps6 kp8 gc7 kp8 ps6 kr6 guc7 kp8 kp8 gce7 kc8 kr10 
kr6-kp8 kp8-gce7 kp8 ps6-kp8 ge7 kr6 ps6 gc7 gc7 ps6 2ps6 kr6 kp8 gc7 gc7 gcll kp8 pts kc& kp& 
kr6 kr6 gw8 ps6-kp8 2ps6 2ps6 ge7 kr6 gc7 kp8 gc7 kp8 gc7 kp8& kp8 gc7 kc8 
kp8 ps6 pk6 ps6 ps6 ps6 gc7 gc7 kp8 
pk6 pk6 kp8-kp8 kp8 
kp8 ps6 2ps6 
ps6-kp8 
2ps6 
ps6-kp8 
965 3213 ro owe ° ees eae aon kr6 kb10-ge7 See ss's oe ows 
969 {3211 kp8 ee ; gk7 gk7 kal0 pnll | pnilpnil |... kf12 tiga ps6 
For a product class such as all-purpose there is a measurable preference for ing among a relatively small group of TABLE 5 
flour, where there are fewer brands to Quaker Wheat Sparkies, and the evidence users. Comparison of Market Shares 
choose from, three purchases in a row ofa shift towards General Mills’ Wheaties Our experience with other product by Per Cent of Volume and 
of a single brand is less satisfactory evi- in the latter half of the year does not af- classes analyzed to date indicates, how- by Per Cent of Families Sold 
dence of purposive behavior. fect the major preference appreciably. ever, that this is a phenomenon more or Cereal 
Family 123 is a group 4 and family 133 is less to be expected. A comparison of Ra 
s But to return to the first 20 families: a 2A, since its purchases of “occasional” ready-to-eat cereals with other products (appro: 
Family 050 is easily classifiable as 2B brands occur too frequently to warrant shows that the former group is more like Per Per. Fa: 
since its 47 purchases are evenly divided a 1B classification. Family 142 is a group margarine and flour and less like tooth- cont cent of lies 
over three brands of breakfast cereal. 4, even though there is some tendency to paste, coffee and shampoo. A detailed of Vol- Fomi- V. 
Family 056 presents a more difficult repeat on some of the nine different comparison of the separate groups of 100 Brand lies s 
case because of the large number of pur-__— brands it has tried. Chicago families is as follows: Kellogg Corn 
pcs ay day gedit Reyes) OE OE a i % of Total Volume Flakes 18.7 69 
classified as 3A because o: t = - ~ a. y B is — in — spn Product Family Group by " General Mills 
oe Se Dee See Oe eS ee ee eee Top Middle” Low. Total Wheaties 9336 
bought regular yo uring = e irs nine - os our months “ e _— a = 20% 60% 20% Volume General Mills 
Se nee ee ee ee ae ae a ee 8.9 36 4 
flakes, which became the favorite during e' ween os' s Sugar Crisp an enera Toothpaste 42.6 53.7 3.7 100 Kellogg Rice 
the last two months. Mills’ Cheerios. However, after dropping 
. t —— ee t of th eal toe % Peg < ge Coffee 42.2 54.6 3.2 100 Krispies 6.1 58 9 
wae 2 oe Oe ee ee, Oe ee ee ee | ae 55.2 41.3 3.5 100 PostGrapeNuts 5.9 17 29 
would be a candidate for 2A (unequal- turns with no loyalty during the period m 
ivided loyalty f 4 ( from July through October, only to settl Semges? 156 6S 100 Post Sugar Crisp 5.1 43 8.4 
ty divided loyalty) or for group 4 (no from July through October, only to settle = eC CCS Mice AR oem 68 22 46 
loyalty), because of the great number of down to a marked preference for General pice Post Toasties 45 23 51 
brands it purchases. Mills’ Wheaties during the last two *Based on dollars rather than pounds or Nabisco 8! 
months of the year. The difference be- ounees, Wheat hredded 43 29 Pr 
ws Proceeding more rapidly, family 062 tween a 3C (restless loyalty) and a group Kellogg Pep 30 25 83 
a Seetens ws ieaae & sae De. SS Oe ee ee ° = The table shows that the top 20% of Post Krinkles 2.0 34 17.0 
spite of its burst of pursneren of Nabisco — “p he 0 - ounee my 9 ye 1 the families—with respect to margarine General Mills Kix 1.7 20 11.8 
shredded whest in November; family 073 gsm might not be merged into a class purchases—bought 54.7% of the pounds Quaker Rice 
So ay & Sly SP awe 0 = we gn 7 ae of margarine, 42.6% of the toothpaste, Sparkles 14 29 20.7 
cause it shifts from perfect loyalty to e can conclude our comments on the and so on, recorded by the 100 families Kellogg Sugar Pops 1.2 29 242 


General Mills’ Kix in the first half of the 
year to no loyalty during the latter half; 
and family 089 is classified as a group 4 
for its near-record of 20 different brands. 

Family 098 is a 1A and family 111 isa 


2A (unequally divided loyalty) since 
TABLE 4 

Families Using Brand (Ready-To-Eat 

Cereals) at Any Time 

Brand % Brand % 

Kellogg Corn Flakes ....69 Betty Crocker Cereal Tray 

Kel Rice Krispies ... .58 9 

Post Sugar Crisp ...... 43 

General Mills Cheerios ..39 P 

General Mills Wheaties . .36 

~~ B -- Sanstwen 4 

ellogg ee 

Nabisco Shredded Wheat . .29 

Quaker Rice Sparkies ....29 

Kel BED” dudcwsstee 25 ; 

SNES cocssccess 23 Sunnyfield Rice Puffs .. 
Ketlogg All Bran ...... 22 Sunnyfield Wheat Puffs .. 
uaker Wheat k 21 Kroger’s Corn Flakes .... 
General Milis Kix ...... 20 Kroger’s Wheat Pu’ 
Ralston Rice Chex ..... 18 Nabisco Bran ......... 
Post Grape Nuts ...... 17 Quaker Pack-0-Ten 
Post Grape Nuts Flakes .17 Munchies ............. 
Kellogg Variety ........ 14 Sunnyfield Rice Germ .... 


Ralston Wheat Chex ....13 Jersey Wheat Puffs 
Kretschmers Wheat Germ .12 Jersey Rice Puffs . 
Kellogg Shredded Wheat ..11 Ralston Shreds ........ 
Quaker Muffets 11 Kroger’s Rice Puffs 


Kellogg Raisin Bran ....10 Sunnyfield Bran Flakes... 
Shredded Ralston .....10 Sunnyfield Wheat Flakes . 
Sunnyfield Corn Flakes .. 48 brands used by sample 


first 20 families in the profile by stating 
that families 169 and 175 have been classi- 
fied as group 4, and family 183 as a 2A 
(unequally divided loyalty). Perhaps 
enough has been said to demonstrate that 
it is possible to classify each family into 
broad categories with respect to loyalty, 
although care must be taken not to apply 
the categories to each brand, as the same 
family may have a different loyalty to 
its secondary brands than it does towards 
its primary brands. 


s If we turn now to the standard set of 
tables that have been developed for each 
of the nine products in the series, we can 
comment on some of the more general 
aspects of the product class as revealed 
by the 100 families selected for our 
studies. 

For example, Table 1 shows the fre- 
quency distribution of families according 
to the number of ounces of ready-to-eat 
cereal purchased during the year 1951. 
The principal contribution of this table 
is the fact that it indicates the high de- 
gree of concentration of cereal purchas- 


selected for the profile on margarine. The 
top 20% obviously does not include the 
same families from one product class to 
another. , 

Table 2 analyzes the purchases of the 
100 profile families according to the share 
of total ounces given to each brand. If 
this were based on a larger, balanced 
sample, it would correspond to the share- 
of-market statistics so widely used in mar- 


keting management, Its usefulness here, 
however, lies in its comparison to Table 
4, where a record is made of the per cent 
of families in the profile group which re- 
ported the use of a given brand at any 
time during the 12-month period under 
consideration. > 

The tables are interesting in themselves, 
particularly in their implication that no 


TABLE 6 
Ready-to-Eat Cereals Analysis of Volume Concentration 
of Purchases for Five Brands 


Ounces Per Brand Per Category 


Kellogg Corn Kellogg Rice Post Grape 


Flakes Krispies 

% of % of 

Classifications* ozs. 4837 ozs. 1581 
Over 75.0% 1322 27.3 68 4.3 
50.0 - 74.9% 767 «15.9 59 3.7 
25.0 - 49.9% 971 =20.1 213 = :113.5 
0.1 - 24.9% 1777 «36.7 1241 78.5 
Total “$837 «100.0 «1581 100.0 


Nabisco Quaker Rice 


Nuts Shredded Wheat Sparkies 
% of % of % of 
ozs. 1512 ozs. 1118 ozs. 366 
—_ 2388 238 — —— 
ll | ee 
1138 753 120 10.7 5 14 
3630 24.0 710 «663.5 361 4898.6 
1512 100.6 1118 1000 366 100.0 


*Classified into categories showing percentage of a single family’s purchases accorded 
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brand secures more than 20% of the 
available business and that only two 
brands reached more than 50% of the 
cereal buyers in Chicago in 1951. More 
iriteresting still, however, is the compari- 
son by brands of the share of the profile 
group’s business with the number of dif- 
ferent families reached, as shown in Table 
S. 


s A low ratio is an indicator of a poten- 
tially efficient marketing operation. How- 
ever, the low ratio also may occur be- 
cause of a high preference for the brand 
by a narrow segment of the market, so 
that the efficiency is secured only if the 
market share is relatively low. Occasion- 
ally, the low ratio may be due to a high 
preference for the brand among the large 
users, so that relatively few families ac- 
count for a high proportion of the total 
usage. 

A glance at Table 6 shows that Post 
Grape Nuts is an example of the last 
group named, although the sample is so 
small that the low ratio might have oc- 
curred strictly by chance. Kellogg corn 
flakes is a good example of a product 
which has a low family-to-volume ratio 
because a substantial share of its volume 
comes from highly loyal families. 

Tables 3 and 7 confirm our earlier 
analysis of individual families by show- 
ing that undivided loyalty is relatively 


is the order of the day. However, the 
tables do not show whether there is di- 


‘5 rare and that multiple brand purchasing 


ivided loyaity or unstable loyalty, because 


the same over-all figures could be pro- 


Nduced under either situation. 


4 Table 7 infers that there is little lack 

f loyalty, since the majority of families 

ieoncentrate 25% or more of their business 
sith the preferred brand. This overlooks 
oth the infrequent purchaser and the 
amily having a modest preference for 
ne brand and no loyalty to all other 
rands. 


TABLE 7 
Ready-To-Eat Cereals Classification of 
Families by Percentage of Purchases 
Accorded Brand Principally Bought 
% of Families 


Classification In Each Class 
Over 75% RA 16 
50.0 - 74.9% , 25 
25.0 - 49.9% 41 
0.1 - 24.9% die Melice a 18 
Total “100% 


The direct classification of families by 
loyalty class is easily the best approach 
in a complicated buying situation such 
as that exemplified by the ready-to-eat 
cereals, and the method is equally ap- 
plicable in the more simple buying struc- 
tures. 

As a final word, it should be pointed 
out that ready-to-eat cereals provide the 
best possible case for a continuing pro- 
gram of advertising and merchandising. 
The relatively few families who have a 
strong loyalty, the tendency to search for 
variety—as indicated by the six or more 
brands bought by half of the families— 
and the strong evidence of randomness in 
the purchase of the accepted brands con- 
stitute a potent argument for the proposi- 
tion that it is necessary to constantly re- 
mind buyers of the brands on the market. 

Moreover, the constant innovation in 
terms of product and package and the 
keen competition which apparently keeps 
price close to cost have served to keep 
unadvertised brands—including chain 
store brands—at a marked disadvantage 
in terms of consumer acceptance. 

Yet the market is sufficiently volatile 
to permit a new brand—Kellogg Sugar 
Pops-—to secure a 15% penetration of the 
profile families during the first two 
months of its introduction, It is thus 
easily understood why those persons close 
to the marketing of ready-to-eat cereals 
believe whole-heartedly in the value of 
premiums, special offers, massed displays, 
and every other means of advertising and 
promotion. 


ail Order and Direct Mail Clinic... 


By Whitt Northmore Schultz 


We who use direct mail—cards, letters, 
— catalogs, bulletins—as “salesmen” 

promote and sell our products or serv- 
ices often try “gadget mailings” to in- 
crease our sales. 

What is a “gadget mailing?” Direct mail 
veteran Harry Latz, editor of “Expose,” 
a monthly exposition of direct advertis- 
ing, says this: 

“A gadget is an object, device, a ‘thing,’ 
a ‘jigger’ that is attached to a promotional 
piece as an attention-getter, stopper, eye- 
catcher and to emphasize some sales 
point 


ws When gadgets are effectively used, ad- 
vertising pieces seem to have more snap, 
more sales appeal...and they tend to be 
read more avidly. And, remember, if you 
can get your prospect to read your piece, 
you’re on the way to a sale. 

Sales-winning gadgets should (1) be 
flat and not bulky. Thus they can go at 
third class rates; (2) have backs that are 
flat for strong and easy adhesion—and the 
lighter the gadget is, the better; (3) be 
low in cost and inexpensive to attach; and 
(4) tie in closely with the message you're 
trying to put across. 

Most good gadget letters I've seen are 
similar in style to the Latz example illus- 
trated. They include: 


1. The gadget placed at the top left of 
the letter. 

2. A boldface headline which ties the 
gadget to the theme of the direct mail 
promotion to follow. (“We'd like to see 
you twice as often.”) 

3. Introductory lead-in that brings gad- 
get and headline together. (“You can see 


Gadgets Have a Place 


YOU Cas SEE DOUBLE - 
IF you gaze inte the obeve mirrors. 


5-U-T we oom only see twice au euch of 
you if you visit uo sere often, ¢uplt 
visits 
FLACT 6 wo@ent . 
tngs, yoo 


as ay ood tag Your eatis 
you DOUBLE your saving belater your budget 


new oni thea, 4.) re 
fe'd be over)] ve 


SE know you drop 
ry for these rendom visit 
you'd make our address » HARIT. 


LEASE double~up of your desire te sean our 


Stocks, check cur prices 


aEPiat vepnate let's OFTES geet. Become 
ceqetent viniter; you're very, very 


SITTS & ECHO. Lad 


SEEING DOUBLE—Twin mirrors (convex pol- 

ished metal taped to the reverse side of 

the letter) lend the punch line for this 
gadget mailing. 


double—”"’) 

4. Brief letter with eye-catchers (dots, 
dashes, caps, indentions) sprinkled 
throughout to keep the prospect’s eyes 
moving toward the sales clinchers used in 
the body of the letter. 

5. Strong ending with request for ac- 
tion, signature, and name of firm. 

A gadget mailing, well done, can in- 
crease sales for you. 

Always be careful, however, to use a 
gadget that is in good taste, is not bulky, 
and that ties in closely and effectively 
with the theme of your promotion. 


om femme Nemec whe hae srind Ven Come » Pook ont 
eens Semce— you ore the cme whe bmeme (wm ree! caperemere 


cope ung 
Pe oe ee 
decven of Ven Comes. 
re the reming of the beans, the tometess ond the pork —contmens 
through olf ho omann  xpuaiee—and Cally Gao tate Gn ean dang wth 
aang ond musty towered beens. the dehewns tomate sours, made (ram 
seg als 


Fact aw the “Esra” Quainy © on 
par of Van Camps Pork and 


Advertising Age, September 1, 1952 


Try Our Rivals, Too 


We could buy sauce ready-made, 


Then serve with Van "Camp's a 
ish of home-baked beans. Ask 
yuur folks which they want next. 

We are willing to leave it to them. / ts 

tt is to say, “As good as Sf broken. heans are mutty 
Van Camp's.” Hut we spent halt Decause they are whole 
a2 lifetime to get them so good. And they are baked! i a heat that 

That goodness comes. in part, ™akes them digestible. ()ur beans 
from using Michigan beans. Ours don't ferment and form gas 
are picked ‘out by hand from the The beans, the pork and the 

beans grown: tomato sauce are all baked! tagether, 
jh ussixorseven securing this delicious bien.!. 
times what other beans would cost. Those ave the seasons tur thet 
art of the goorlness ix due to superlative zest =~ that nuttiness, 
our tomato sauce-made from vine- that mealiness, ¢ you get m 
ripened tomatoes. Van Camp's. 


Van Camp's pork and beans 
baked with tomato sauce 


Neans are Nature's chuicest food 
"> nutriment. 


beans are baked 


When you let wwe +" decide 
they will choose \ amps al- 
If you serve the beans that y ways. And you sb be ve iad 
people like, they will eat them chen For Van Camp's are always 
rat them im place of meat ready—always fresh and savory. 
Ht means a great deal to get the No work for youn waiting 
reyht beans. Please make the companson now 

Three siati—10, 15 and 20 cents per can 


Van Camp Packing Company, Indianapolis, Ind. 


LENA AND LUDWIG DISAPPEAR—One of the last appearances of Lena and Ludwig, the trade 
characters which L&T used for a number of years to promote Van Camp’s pork and 
beans, is shown in the advertisement at left from a 1907 issue of Collier’s. At right is 
similar space in the same magazine adout 18 months later, with a provocative “Try our 


rivals, too” headline. 


The Lasker Story... As He Told It 


Claude C. Hopkins Goes to Work for L&T 


IX 


In last week’s instalment of the “Lasker story” Mr. Lasker told how, 
after John E. Kennedy had left, Cyrus Curtis “recommended” his suc- 
cessor. This week Mr. Lasker tells how he hired Hopkins, after being 
enormously impressed with his copywriting ability. 


I inquired around who was the man who 
wrote the Schlitz advertising when I 
came home and I found it was written by 
a copywriter who worked for J. L. Stack 
[Chicago agency man for many years, 
who was subsequently a partner in Stack- 
Goble, an agency which was liquidated in 
1942], who handled at that time what was 
the great advertising sensation of Amer- 
ica and the greatest advertising sensation 
America has ever known, before or since 
—Liquozone. I don’t know whether all of 
you know of Liquozone. .. 

Liquozone was at its height in 1908 and 
that is 17 years ago. I had always read the 
Liquozone advertisements, and knew that 
the man who wrote them was a man who 
knew advertising. I remember to this day 
one advertisement of Liquozone that so 
hit me that I cut it out of the paper and 
I must have studied it a hundred times. 
Its headline was the simple word “Judge,” 
bound to attract the eye; and the subhead 
was “Our Claims at Our Expense.” Well, 
that would make anyone read it, and it 
was the first time that advanced mer- 
chandising was used. And I say it is still 
the province of an agent to be a merchan- 
diser; I say an agent should be a mer- 
chandiser to the extent that merchandis- 
ing makes copy. He may incidentally get 
thoughts that will help otherwise, but he 
can only get them incidentally; if he starts 
primarily to do that, he will not get them. 


8 Now, the advertisement went on to 
make claims for this Liquozone, which 
was a cure-all, and it simply said: 

“We are so sure that it will accomplish 
these things that if you will take this 
coupon to your nearest druggist, he will 
accept it as fifty cents, which is the price 
of a bottle of Liquozone, and he will give 
you the bottle of Liquozone and we will 
pay him back the fifty cents” (though, in 
fact, they paid it back in merchandise). 
“Thus we are buying you a bottle to prove 
to you our belief in our claims.” 

Do you see the difference between that 
and “Full-sized trial bottle free?” “Full- 
sized bottle free!” As a gift, you don’t put 


much value on your own goods if you 
can give it away. But, “We will buy”— 
that is a different psychology entirely, and 
I knew that man had the same theory as 
Kennedy on the washing machine, and I 
knew he was a kindred spirit. 


s When I came to look into Schlitz beer 
I found the man writing it was the same 
man who wrote the Liquozone advertis- 
ing. I found out that Liquozone was in its 
second year of his management as a copy- 
writer, and that when he had come to it 
a couple of years before they had lost 
every cent of the $100,000 that had been 
paid in. They had tried and failed, but 
his copy had brought them to where they 
had made that year $1,800,000, in the sec- 
ond year after they had had a complete 
failure before, showing what copy and the 
appeal in copy will do. 

They had no money to buy space. This 
man would send his plan out by mail to 
the jobbers and would say to them what 
he was going to do, and on the strength 
of the plan he would get them to give him 
orders big enough so that when he took 
these orders back to Mr. Stack, the adver- 
tising agent, Stack gave him credit. 

It happened that I knew a man who 
owned a little stock in the Liquozone Co. 
His name was Stephen Hexter. He was 
then and is now the general manager of 
the Buck & Rayner drug stores in Chi- 
cago. I went to him and told him I would 
like to meet this man, and he told me that 
this man had come with them two years 
before, that Stack had recommended the 
man to him, that Stack handled the adver- 
tising of Dr. Shoop of Racine, Wisconsin— 
again Dr. Shoop—showing you that ad- 
vertising was learned in the patent medi- 
cine days. 


® You remember my talk in New York 
when I said from patent medicine we 
learned this art, and well we might, be- 
cause there was no limitation on them as 
to what they could do. Stack handled 
Shoop’s advertising, and when Liquozone 
didn’t go, he recommended to the main 


a =e ee id “ ‘he agi. = ie + e J eee fy Wi ee Re he ges 6 RN ae >) 
al de NR eae Ms pete ae POE, 9h E ae ae? aes es Wigpisalss : : a ea oe Pera peer pi ee ae 2 . ee 
es | ae ine : ae erties): eae ais teat ie Be ora on ee, anes Fa i (ea 
eer odk Stree i ai “ e Snae : = ; : 1 are eee A ee a ae as ae een ay Oe or ae 2 — Sot 1 iy 
ae ‘ ; Bases 
- = 
pot 4 
4 
ey a 
nie 
ss gests 
Tyke BAKED When somebody says, “Our : 
‘ TOMATO beans are as goo! as Van Camp's,” : ; 
; a please buy them and try them. ith what ours costs 
: < | Serve them with ours—hear what 
‘ The “Extra” AND your people say Then we bake in live steam, §j ? 
lew | 
Quality That ‘ 
Pay ts Proves Them BEST . 3 
ses 
~~ Gnew tha—tut do ym beow why? ete 
eds ths became Ven Camps hove the “extra” core—the “entre” shill—the i 
, extra” touch, which omens “Letra” Qualey _ \ Ce 
“We Aad a'0 the “Case” Qushty whch places the ena! of exparierity wgun Ven ba 
; Cammy 2 ond ares them apart irom all here om ymur mond | xf ws 
faite We gqyvee to Vem Campo thew apney fewer thew pequam ‘ang thew puey rch fs 
Te \ oe 
ee) re | eae 
" A Boone =h Tamete Seure ry 
. > ho the satangible. evbsle element = huh 
a CA hee tought you to thnk Ven Camp whew 
4 er yu think of perk end boone. i i 
Bh haw proved te you ther in Van Comp’ > 4 
7 ’ Be ore peviersly combemed the orem ible gant A. an 
2 i. freee wher othe dream of beh the hungry 2 Bie 
rs) aman ond the eperure. and the miriwe prage eee, 
,*) erie which gove rea! strength end vali ae f 5 
: ¥ Wari you be heave prepared so soem a 
“a cme . re Qhete, e gueronement r a 
a ae) 
; . Face tenn an bend © bul supply of Ven nT™ | i. 
i q Campo Pork ond Beane «uh Tomato Seves. ae 
’ Bar dom Corgan that “Exire” Quality mean ae 
Ven Camp's | es 
“4 Per’ q The Van Camp Packing } ig 
- Company ae 
= a. os 
ras . ~ i> 
* a eet x 
“iF Se — —_——— ———— : 7 
S ee iad 
ay ay 
ae of 
S i] aS 
x 2 
eee a 
pa! 4 pet 
a a 
ie mY = e 
i SC vg 
t . ee 
—§ a | 
i, : 
ae) as 
a | | 
Ne ‘ 
F ae 
ae ee 
=i 4 Bi 
et ae 
ae q es 
pes | eee 
me - me 
pe BS: 
1 os ie 
"oO tf ra, 
Re ae 
. a 
> oe 
SS ; a 
— - 
mye " Sr 
oy es 
ee : a ane 
- a as a 
fd id s > ages 
can , ee 
Pre oe. 
— see YOU twice ; 
a Fees 
.. ~: Be es 
_. ae 
ae A> i . 
ee i A 
bed ~~ ist ae 
i 1992 na’ 
ee 
oe. : 4 FS Bt 
LL : 
moh 
alee: eek ue tx 
x . Manager. sa 
Es oe 
pes 2 
3 ; 
o e ‘ 
¥ ’ ae 
<5 ot 
ne is e 
oat z 
he 4 ~s 
ce or 
S Bet 
Ss 
¥ ta - Sa 
ae ee a 
. i ee 
t Sah fe: 
boa 
—" Ye og 
fer x 
Le. ae 
Cal es 
eh sisi 
= ’ 
‘ RN me es ' < Be E 
Bs ate 4 < ‘ ee ae >* en Sem Aaa Come e ae eS haere oi 
Py oN ‘ 2 < 2 bi he ae 3 “ oe Nahe as ae at ¢ ¢ as 5 Bie bo oS ees: = eae ee u ee Ss Stas 
ios ee re ns ee sf F ee 2 oe ee & ao eee ee Bs 
BaF 5 Ca SSN” are ie oad Ay: See 2 2 \ al z Pau) en 5 in hae ee ee sd He ‘y ¥ 3a “ Pet di igh Pepa Wer De ck cl oie eae ae ork, 7 oat aia 


5 MIDWEST UNIT 
FARM PAPERS 


4 GENERAL 
FARM PAPERS 


MAGAZINES 


COMPARISON OF 
JANUARY, 1950 TO JUNE, 1951 
WITH 
JANUARY, 1951 TO JUNE, 1952. 
SOURCE: PRINTERS’ INK 


NEWSPAPERS 


IN THE MIDWEST, FARMING IS BIG BUSINESS 


the grass 

is greener 
(for you, too,) 
in the 
midwest 


Big Increases In Advertising 
Being Made In Top 
U.S. Farm Market 


Advertising linage gains of the Midwest Fa 
Paper Unit continue to exceed those of a 
other general category of advertising med 
except television. 

For the 18 months from January 1951 
June 1952, as compared with January 1950 
June 1951, the Midwest Unit gain was a stro 
10 per cent. During the same period the fo 
general farm magazines lost 1.1 per cent. 

The Midwest offers greener pastures fi 
advertisers because: 


@ Farm incomes are more than double the natio 
average. 


@Farmers are Midwest retailers’ best custome rE 
@ Rural population predominates, and 


@ 1,282,060, or 9 out of 10 farm families depe 
upon their Midwest Unit Farm Paper as t 
chief source of information of all kinds. 


LOCALIZED ADVERTISING PAYS OFF 


Midwest Farm Papers’ gain-on-gain show 
that more and more advertisers have prov 
to themselves that localized farm advertising 
furnishes greener pastures for their sales efforts. 
Use your advertising dollars where they buy 
more. Buy the Unit—one order, one plate at a 
substantial saving in rates. 


win tes Jaa ~ “Ngee — 
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MIDWEST dou Tope UNIT . 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York 59 East Madison Street, Chicago 
Russ Building, San Francisco . . . 1324 Wilshire Bivd., Los Angeles 


AND GOOD LIVING 
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owner of Liquozone, Mr. Douglas Smith, 
now the main owner of Pepsodent, and 
my partner there, and a man whom I 
didn’t meet until many years later, the re- 
tention of Mr. Hopkins. And Mr. Smith 
went up and got Mr. Claude Hopkins to 
take an interest in the business. I never 
saw two men who believed more in a 
product than Mr. Smith and Mr. Hopkins 
believed in Liquozone. [Lasker and 
Charles Luckman, who was the president 
of the dentifrice company, were stock- 
holders along with Kenneth Smith, son 
of the company’s founder, when Pepso- 
dent was sold to Lever Bros. in 1944.] 

Hopkins wouldn't take it until he tried 
it. He had a daughter whom the doctors 
had given up for dying. He gave her this 
Liquozone, he talked to her, the child fully 
recovered and is today the mother of sev- 
eral children. Subsequently she became 
a scientist. Liquozone did the same thing 
that Christian Science would have done. 

Smith had had a similar experience. 

But just then Collier’s Weekly got on 
a crusade against patent medicines and 
led in the attack on Liquozone, and both 
Smith and Hopkins felt that they did not 
want to push a business that was subject 
to attack, even though they believed in 
the business. But they made that year 
$1,800,060, and I induced Hopkins to come 
with us on part time to do the Van Camp 
advertising. 


I found that Mr. Hopkins was even a 
stage further advanced in advertising than 
Mr. Kennedy had been, and that asso- 
ciation thus begun between Mr. Hopkins 
and myself lasted for 17 years, the most 
intimate kind of association. I never knew 
a finer, more earnest man than Mr. Hop- 
kins. No greater advertising man lived or 
ever will live, and all the advertising 
world shows the indelible mark of Claude 
C. Hopkins. In fact, the two men who 
most affected modern advertising hap- 
pened to be my associates, and I have 
traced it out. 


s During the course of his years with us 
Mr. Hopkins wrote many books on ad- 
vertising and the demand for these books, 
inquiries by the thousands, showed how 
hungry the advertising world was for 
them. In fact, up to about 1916 I think 
we advertised each year the new develop- 
ment that we had made in this institution. 

At that time if you had asked me who 
were the good advertising agents in 
America I wouldn’t have honestly recom- 
mended anyone but Lord & Thomas. I 
didn't believe in anyone else. But many 
a man studied the work of Hopkins and 
Kennedy and studied the work of Lord 
& Thomas, and we could only handle one 
product of a kind. They copied what we 
did and some of them improved on it in 
many ways. 


Next week Mr. Lasker discusses early automobile advertising, and how 
he advanced John N. Willys $200,000 to prove what advertising could do for 
the Pope-Toledo. He and Erwin, his partner since the death of Thomas, 
come to a parting of the ways over policy, and Lasker buys out Erwin, be- 


coming sole owner of the agency. 
he Eye and Ear Department... 


Adult and Enjoyable 


Armstrong's “Circle Theater” (NBC- 
', Tuesday nights, 9:30 to 10) is adult 
tertainment, well produced, directed 
nd acted. No particularly big name stars 
ypear in the various plays produced— 
but, while this may detract from the ad- 
Wance publicity, it gives the program an 
@venness and a lack of distraction that 
Makes for more all-around enjoyment. 


It’s a strange thing about big-name 
stars, particularly the Hollywood variety, 
on TV. Maybe it’s because of the smaller 
size of the screen, but when they appear 
in TV drama they always seem to occupy 
front stage while the other players and 
the play itself occupy a sort of out-of- 
focus background position. This may well 
be, of course, because the stars featured 


Drug Stores 
Food Stores 
Dept. & General 
Variety Stores 
Other 


5 or 6-station markets. 


around with us. 


86. ic) 


7.5%; Uquor stores totaled 1.9%. 


washing machines, 3,533. 


Answers to Questions on Page 43 


81. (b). As of 1951, more people were using toothpaste than were eating it, but, the trend 
was rapidly moving in favor of the food stores: 


Source: American Druggist, March 31, 1952, quoting Industrial Surveys. 
82. (a). 2,053 stations in 1,291 communities, 617 VHF 


83. ‘e). The number of markets and % of U.S. television sets with one or more stations 
was about as follows as of Feb. 1, 1952, according to NBC data: 
No. Stations Number of % U.S. 
in Markets Markets TV Sets 
1 40 31 
2 10 13 
3 9 23 
4 2 9 
7 2 24 
To 


Los Angeles and New York City are the two 7-station markets; there are simply no 


84. (b). $28,465,000,000 as of February, 1952, according to the Survey of Current Business. 
This is about $190 per capita, which is a little more than most of us usually carry 


85. (a). According to the Assn. of American Railroads, 2,886,000 cars were loaded in 
February, 1952. Thousands of cars loaded in categories listed in the question were: 
Coal 587; Grain & products 172; Livestock 195; L.C.L. merchandise 294 

Average rate in this obscure industry, in February, was $87.87. Autos, $80.87; 
Aircraft, $79.76; Anthracite Coal, $73.42; Steel, $78.36. Bituminous coal was close behind 
Tires and Inner Tubes, at $86.99. All manufacturing averaged $67.08 

87. (ad). WHOM carries all the indicated languages, and then some, except Hungarian, 
which was just recently discontinued. The Chinese program runs five days a week, 
and has six sponsors, which may well reflect itself in increased New York City con- 
sumption of chow mein, at the expense of goulash 

88. (d). Arno Johnson's adjustments in the cost per thousand persons figures indicate 
that if the latter are 32%, then advertising is reaching real spendable purchasing power 
at a rate 38% under that of 11 years ago. He interprets this to mean that advertising is 
now available at bargain rates as against 11 years ago 

89. (a). This nation-on-wheels spent an incredible (to anyone not living in Detroit) 17.6% 
of its retail dollars in automotive stores 
Commerce. Shares for the other listed store types were: gasoline stations, 5.6%; drug 
stores, 3.0%; apparel, 6.5%. There's apparently hope for the family yet, as people evi- 
dently eat at home oftener than they eat out, as eating and drinking places totaled 


90. (b). TV sets, by an antenna (000): TV sets, 5,100; new cars, 5,061; refrigerators, 4,075; 


% Dentifrice Purchases 


1945 1950 1951 
Mw 49 41 
14 26 37 
.8 “4 6 
16 14 12. 
6 3 4 
oo 100 “joo 


in 1951, according to the Department of 
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The Creative Man’‘s Corner... 


has arrived. 


” 
ath Le auttet Wich 4 teoting f opensew and 


reputation. 


housing. 


New Heights 


We recently commented upon an unusual Rheingold beer ad with a big 
V in it—and two cars, each of which feature a big V on their hood and stern 
quarter. It seems only fair, as well as timely, to comment on the advertising 
of the third car in this particular class—the top price class—in which one 
buys a car not so much for going somewhere as for visible evidence that he 


n LINCOLN 


modern living reaches new heights. 


tow 
Thats parce tvebhe amt thew — wtee high compermie ¥ $ engine 


Hew aneteninally Chis Lancate mci ecm tives mre nam 


At one time there were a number of cars in this group—Packard, Locomo- 
bile, the Winton Twin Six, Cadillac and Lincoln, to mention those that come 
most easily to mind. Over the years, two of these five—and, come to think 
of it, Pierce-Arrow—dropped from sight and one, Cadillac, emerged as Amer- 
ica’s top van of distinction. Chrysler, meanwhile, entered the lists but, despite 
its adoption of the big V, has not yet quite succeeded in adopting Cadillac's 


Lincoln seemed to compete more favorably when it was a larger car. 
Now, while it equals Cadillac in price tag, it does not equal it in apparent size. 
Quite wisely, therefore, it presents itself in its advertising as representative 
of a modern trend—the trend to functionalism, lightness, simplicity. And to 
give validity to this trend, it cites the penetration of the trend in modern 


Since the motor car to a greater degree than the dwelling has come to 
represent a manifest of a man’s success and station in life, it is questionable 
if this kind of advertising will ever enable Lincoln to attain a prestige as 
great as Cadillac enjoys today. It may be, of course, that Lincoln does not 
wish to compete on this basis. At its price, of course, one wonders on what 
other basis it can compete. Certainly Cadillac owners do not buy their cars 
for the same reasons that MG owners or Jaguar owners buy theirs. They 
spend the four G’s they shell out for a Caddy not because they are motoring 
enthusiasts, but for the same reason that men once wore diamond stickpins. 

Also, we cannot help visualizing—when Lincoln compares its “window-wall 
visibility” to the same trend in modern architecture—the thousands of ranch 
houses whose picture windows look out upon thousands of other picture win- 
dows in similar ranch houses and whose mortgage holders get to and from 
the nearest station in Chevvies, Fords and Plymouths, not all of these of 
1952 vintage either. Most of our friends who own Caddies park them before 
Georgian houses. French Provincial houses and houses with huge white 
pillars in front. The one thing they regard with horror is a functional house 
with a picture window and a flat top roof. 


one entOm COMPANY 


are not always chosen for the manner in 
which they fit the part. The part may be a 
few sizes too small for their personal 
magnetism—or a few sizes too big for 
their acting ability. In any event, because 
they are Personalities with a capital P, 
they and the play do not always seem to 
blend—and usually the play suffers. The 
temptation to hire them, because of their 
box office appeal, is great. The result is 
usually what is expected—good box of- 
fice. But it isn’t always good TV. Since 
the objective of a TV program is com- 
mercial, however, whether or not the re- 
sult is good art doesn’t usually matter. 


s Armstrong’s commercials seem, to this 
reviewer anyway, a little uneven. When 


— 


they display new linoleum styles and 
designs they fall far short of conviction— 
to a large extent because of the inability 
of the TV screen to show either color or 
good definition of pattern. Some of the 
patterns shown, when displayed too long, 
give you the sudden panicky feeling that 
something’s gone wrong with your set. 
TV suffers in comparison with magazines 
in this respect. When, however, the com- 
mercial is devoted to the practical uses 
of linoleum, conviction and persuasion 
pick up enormously. 

TV may be one of the best mediums for 
demonstration that has yet come down 
the road—but the type of demonstration 
employed on it must be confined within 
the limits of what it can demonstrate. 
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FTC Starts 


Photo Annual Issued 

The third edition of “Photog- 
raphy Annual” made its appear- 
ance Aug. 22 on newsstands. It 
contains the work of 175 pho- 
tographers and reproduces over 
300 photographs. The section on 
color photography has been ex- 
| panded, and technical information 


- 
Case Against 
Freezer Plan | has been placed in a special section 
| in the back of the book. 


WasHIncTon, Aug. 26—The Fed- 


eral Trade Commission charged ting- 
last week that Phillips Inc., a lead- papal ecag nc nr ong of 


ing Washington appliance chain, 
, rn : Law and Elmer Wheeler Sales 
used misleading ads to stimulate Training Institute, Chicago corre- 


the sale of home freezers. spondence schools, have named 
The case is the first to be started Proebsting-Taylor, Chicago, to 


by FTC against “freezer plans.” (handle all advertising. The ac- 
FTC claimed Phillips made these | counts formerly were handled by 
claims: | Ross Roy Inc., Chicago. 


1. That it is engaged in the oper- 
ation of a food purchasing plan. | Ectro Inc. Appoints Agency 

2. That membership in the plan| ctro Inc., Delaware, O., former- 
enables participants to buy all|ly Ciro Cameras Inc., manufac- 


FOR THE BEST WESTERN FARM MARKET 
COVERAGE USE THE CROW TRIO 


Md The CROW TRIO offers the best and most versatile farm coverage 
ever offered. BEST b through the CROW TRIO you reach top income 
farmers of the West’s major farm markets—most versatile because there 
are no restrictions on subject or size of copy or months of insertion. 


Mr The CROW TRIO, made up of FARM MANAGEMENT, WESTERN 
DAIRY JOURNAL and WESTERN LIVESTOCK JOURNAL, also offers an 
economical buy for small as well as large space advertisers. Before you plan 
your 1953 advertising campaign, be sure to investigate the CROW TRIC. 
For complete information, call or write one of the following: 

Herman C, Schimpff, Advertising Manager, Crow Publications, 
Los Angeles 58, California 

IN THE EAST 

Peck & Billingslea, Chicago, Billingslea & Ficke, New York 


IN THE WEST 


their food requirements at whole- 
sale prices, and eliminates the re- 
tailer, with a net saving of 30% 


turer of tape recorders and elec- 
tronic instruments, has appointed 
Needham & Grohmann to direct its 


McDonald-Thompson Company —- San Francisco, Los Angeles, 
Seattle, Dallas and Denver 


or $300 to $700 annually. advertising. 


3. That the cost of the daily re- 
quirements of foods available 
under the plan, plus the cost of the 
freezer, will be as low as $1 a day. 

4. That the freezer is given free 
or as a gift. 

5. That membership does not en- | 
tail any obligation to purchase 
anything except food. 


ein truth and in fact, FTC 
charged, Phillips is not engaged 
in the operation of a food purchas- 
ing plan, since that plan is oper- 
ated by a firm not affiliated with 
Phillips. 

FTC also charged that only 
frozen foods are available under 
the plan, and prices are generally 
in excess of wholesale. “Savings, 
if any, will vary with the family 
size, income, and buying habits 
and will be reduced by the depre- 
ciation of the freezer, the cost of 
maintenance and upkeep thereof, 
the cost of financing both the 
freezer and the food if either is 
bought on credit. 

“Participation in the plan does 
not eliminate the retailer as many 
foods required by householders 
must be bought from regular re- 
tail outlets.” 

The complaint also states that 
the freezers are not free “since 
the purchasers are required to pay 
the full purchase price thereof.” 


Three Join ‘Portland Journal’ 


The Journal, Portland, Ore., has 
added three men to its classified 
advertising sales staff. They are 
R. M. Boyle, formerly classified 
advertising manager of the Demo- 
crat-Herald, Albany, Ore.; George 
E. Snearly, formerly with the ad- 
vertising sales staff of Western 
Electric Supply Co., Portland, and 
John McAllister, previously with 
the advertising sales force of the 
Province, Vancouver, B. C. 


Tinsley Joins McGraw-Hill 


Stuart B. Tinsley, who has been 
identified with American foreign 
trade in various capacities for the 
past 20 years, has joined McGraw- 
Hill International Corp. as man- 
aging editor of Pharmacy Inter- 
national and El Farmaceutico. 


du Pont Promotes Hernandez 


James Hernandez has been 
named export advertising manager 
of the organic chemicals and film 
departments of E. I. du Pont de 
Nemours & Co., Wilmington, Del. 


TO SELL THE BUYING MILLIONS IN 


CHANNEL 
SWIMS... 


Late evening, July 3, 72% of all 
TV sets in use in the vast Los Angeles area 
were tuned to KNBH... Channel 4. 

Why? Because, as late as midnight, KNBH was 
bringing to well over half a million viewers an exclusive 
telecast of the heroic attempt of Florence Chadwick 

to swim the Catalina Channel. 

Again — on July 9 — KNBH was on the air with live shots of 
the dramatic fire at Warner Brothers’ Studio 

one and one-quarter hours before any other station! 

Still again — on July 21 — when the earthquake struck at 
Tehachapi, KNBH was the first station on the air with the news. 
And hours ahead with films taken by KNBH newsreel 
department, flown in by chartered airplane! 

When you buy time on KNBH Channel 4 in Los Angeles, 
you're buying the complete world-wide facilities of NBC — the 
imagination, ingenuity and creative personnel which are 
making KNBH the most popular TV station west of the Rockies. 
Consult KNBH, Hollywood, or your nearest NBC Spot 

Sales Office for complete details on availabilities. 


AMERICA’S 2ND LARGEST TV MARKET 
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Répresented by 


WEST COAST 
Management 


JOSEPH H. MCGILLVRA, INC 
NEW YORK + CHICAGO - 


KING H. ROBINSON 


Mail Ad Service 
Assn. Convention 
Set for Oct. 4-7 


Detroit, Aug. 26—Jennings 
Randolph, former congressman and 
now assistant to the president of 
Capital Airlines, will speak on 
“The Human Side of the Dollar 
Sign” at the 1952 convention of 
the Mail Advertising Service Assn. 

The association has announced 
that Mr. Randolph will be the 
luncheon speaker on Oct. 4, the) 
opening day of the four-day meet- | 
ing set for the Shoreham Hotel in| 
Washington, D.C. | 

The rest of the convention pro- | 
lgram will be devoted almost en- 
| tirely to working sessions on prob- 
lems facing the commercial dupli-| 
cating and mail advertising pro-| 
ducing industry. The association, | 
| which has its international offices 
jhere, says the 


favor of “a series of short panel 
discussions.” Approximately 500 
jlettershop executives from the U.S. 
| and Canada are expected to attend. 
| Paul Krupp, Advertisers Mail- 
jing Service, Los Angeles, and Lew 
Fink, Lewis Advertising Co., Balti- 
more, are co-chairmen of the pro- 
gram committee. 


Detergents Rise 17%, Soaps 
Drop 14% in First Half 

Sales of soaps and detergents 
\for the first half of 1952 declined 
\3% tonnage-wise from the first 
|half of last year, according to the 
Assn. of American Soap & Glycer- 
ine Producers Inc. Manufacturers 
participating in the census re- 
ported total soap sales, solid and 
liquid, for the first half of 1952 at 
973,746,094 pounds, a decrease of 
14% from the 1,127,945,649 pounds 
reported for the same period in 
1951. Synthetic detergents sales to- 
taled 719,386,278 pounds, up 17% 
over the 611,522,298 pounds re- 
ported last year. 

Dollarwise, sales of soap were 
off 26% and sales of synthetic de- 
tergents were up 8%. Total dollar 
sales of all soaps and detergents 
were off 13% for the first half of 
1952. 


Byron Jackson Appoints R&R 
Byron Jackson Co., Los Angeles 


~~ CREME 
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20-SECOND GLAMOUR —Toni Co. is now 
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speeches” have been cut out in Wis 4 a 


with green lettering against the white rinse. The new advertising theme for the 
after-shampoo treatment is ‘Don’t stop just 20 seconds short of glamour.” 
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Fisher's Flour Gets 
a New Package and 
a New Ad Promotion 


SeaTTLe, Aug. 27—A new pack- 
jage and a new promotion have 
|been launched for Fisher’s cake 
}flour, product of Fisher Flouring 
Mills Co. 
| The new package carries the 
identifying legend “special occa- 
sion,” and has been developed to 
emphasize the quality appeal in 
cake flour used primarily for spe- 
|cial occasions. 
| Back of the new promotion is the 
itheme that special mixes do fine 
; |when the housewife is in a hurry, 

e but for cake for a special occa- 
|sion, Fisher’s Special Occasion cake 

% |flour does the job best. 
"ey CREME | The background of the package 


4 RINSE ”" jis delft blue. The illustration of 


the cake is in delicate pink, sur- 
+.. jrounded by lighted candles. Side 

— |panels carry recipes, one of which 

jis for a new Ballerina cake, called 
marketing its cream rinse in a new bottle |the first low-calorie cake ever 
developed, an answer for women 
|who want to eat cake and diet, too. 


Presidential Race 
Is Post-Graduate 
Ad Course: Liggett 


CLEVELAND, Aug. 27—Here’s a 
timely tip for advertising men: 
Forget your own political preju- 
dices while you watch the Eisen- 
hower-Stevenson Presidential race. 

If you remain dispassionate, for 
brief periods at least, you'll get 
“a post-graduate course in adver- 
tising.”’ 

So runs the advice in Ad-Moni- 
tions, monthly newsletter circu- 
lated privately by Carr Liggett 
Advertising Inc. 

“This is not to say the presiden- 
tial race is nothing more than an 
advertising contest, for a tremen- 
dous number of other elements 
are involved,” the newsletter says. 


s “Nevertheless, the executive who 
can take an objective viewpoint 
can watch almost every advertis- 
ing strategy in action and under 
rare conditions. He can see pro- 


oil equipment manufacturer and 
service organization, has named 
Ruthrauff & Ryan to handle its ad- 
vertising, effective Jan. 1. Martin 
|Klitten Co. presently handles the 


motions on a vast scale. 

“He can observe the fumbles of 
lamateurs, the failures of head- 
|strong professionals, the excesses 


|caused by passions, and the lack | both.” 


mes ae ; | Promotion is via Knox Man- 
of convictions in tired platitudes. | ning’s Monday-through-Friday 
| “He can see what works under | west Coast newscast on NBC. 
given conditions, and what -_ The account is handled by the 
an egg.” ttle office of Paci 
| Pull up to the radio or TV set, poet nog: Magan ene 
jor open your newspaper. The “les- | . 
sons” are well under way. 


Appoints Harry Fleming 
Air Line Starts Campaign | Harry B. Fleming has been 
United Air Lines is placing 250-, named v.p. in charge of sales and 


- |production of the paint and var- 
pag A pnet i aie oie te |nish division of Bisonite Co., Buf- 


- 'S| falo. He formerly was an executive 
low-cost round trip between Cali-| 7 
fornia and Hawaii, Oct. 1—Dec. 10.1 Bufieie Consumer Paint Corp., 
The newspaper campaign is sup-| ‘ 
plemented by four-color ads in 
Newsweek, The New Yorker, Sun-| Krimstock Bros. to Fradkin 
set Magazine, Time and travel; Krimstock Bros., manufacturer 
trade publications. Television spots | of a child’s television chair, has 
will be used during September in|appointed Fradkin Advertising, 
a Bay Men New York, for an extensive fall 
Cleveland. N. W. Ayer & Son oe mpg & ds 
the agency. | 


Ginsberg Opens TV Service 


Henry Ginsberg, formerly head 
of Paramount Studios, has opened 
offices at 188 N. Canyon Dr., Bev- 
erly Hills, for the creation, de-| 
velopment and participaticn in 
television and motion picture pro- 
jects. Mr. Ginsberg said that he) 
felt “a closer coordination and co-} | FREE 
operation between these two im-} 
portant entertainment media can || 
achieve benefits of great value to. 
t 


CUT ART COSTS 


Ry acy 


CLIPPER 


Multi-Ad Services, Inc 
105 Walnut, Peoria, Ill 
THE CREATIVE ART SERVICE 


rite tor’ 
SAMPLES! 


jaccount. 


What more can we tell you about 


WBNS Radio? 


When inspiration and cigarettes run low . . . where do you go? 


We've already told you that WBNS dominates 24 Central Ohio 
counties whose 11/, million people spend a billion dollars annually 
... that WBNS has all the top 20 rated programs . . . that more 


people listen to WBNS than all other local stations combined! 
These facts have produced results . . . time buyers are grabbing 
off availabilities fast. BUT we've contracted for this space in 
ADVERTISING AGE and we've got to fill it. What more 
can we tell you? Ask John Blair . . . he'll know! 
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(Continued from Page 1) 
some major department stores plan 
either to restrict the floor space 
devoted to appliances severely, or 
to cut them out altogether. 


® In this market, at least, the rea- 
son seems to be clear: the depart- 
ment stores can’t stand the price- 
cutting gaff. The pressure of the 
discount houses and the independ- 
ent appliance dealers is too much. 

National Retail Dry Goods Assn. 
reports that a number of stores are 
considering pruning their appli- 
ances. Hutzler Bros. in Baltimore 
dropped major appliances about 


Sample Housewares Toboggan 


Jan. -June Jan.-June 
Item 1 195. 
Air heaters $ 496,314 $ 1,108, 34! 
lee mal 3,263,622 6,554,784 
Flat irons .... . 14,903,627 284, 
Grills & Waffle irons 2,147,291 5,977,311 
Food mixers . 1,355,395 4,183,279 
Hot plates ........ 666,086 1,367,126 
Roasters, Broilers .. 3,486,092 5,081,835 
WE Sacsvecces 5,944,668 17,148,592 
Miscellaneous ...... 1,838,970 1,072,594 
Small appliances 
(blenders, hair 
dryers, etc.) 1,638,824 2,352,803 


Source: National Electrical Manufacturers Assn. 
statistics from 26 cooperating manufacturers. 
Dollar figures are sales billed domestically 
by manufacturers. 


two months ago, and there have 
been a handful of other stores 
which decided that appliances were 
no longer profitable department 
store items. 

There is some disposition to 
think that fair trade may alter the 
trend; discount houses were be- 
coming a major problem to depart- 
ment stores. 

Bloomingdale’s, one of Associ- 
ated Merchandising Corp.’s an- 
chors, was reported as dropping 
TV sets, but denied it to an AA 
reporter. A store spokesman con- 
ceded that the matter is “up for 
consideration” because of “price- 
cutting and service difficulties.” 


three years profits for dealers have 
been driven to the vanishing point. 
Laurence Wray, editor of Electric- 
al Merchandising, says that “costs 
and the margins on TV are just 
about equal.” 

From the beginning, TV margins 
were lower than on white goods— 
they averaged about 28% com-| 
pared to around 35-36% for other | 
appliances. With an increasingly | 
cost-conscious public, the dealer is | 
in a tough spot. He also resents the | 
problems raised by manufacturers’ | 
warranties and the federal excise | 
tax, two assessments he must col- 
lect 


Advertising Age, September 1, 1952 


Sales Figures All Add Up the Same: 
the Appliance Business Is Lousy 


948 members into the building setup. 


this market may be ending. 

And while the builder is regard- 
ed as the hope of the appliance 
business, it isn’t an unmixed re- 
gard. Appliance dealers are plenty 
suspicious of builders—and here’s 
why: Builders have been able to 
go to distributors and get a better | 
discount than dealers have. Fur-| 
thermore, many small builders 
were placing orders for more ap- 
pliances than the houses they were 
building called for, and selling the 
appliances “out the back door.” | 


8 In Seattle, appliance dealers tig-| 


THE FIRST 50 YEARS—E ting th 
ured that out of 20,000 new homes | a 


built since the war they had lost| 
some 60,000 appliance sales. So the | 
Seattle Appliance Assn. called on 


century pins and congratulations is 


e P 
retail ad manager of the Herald, Bellingham, 
Henry Borchardt (left), is celebrating 50 years with the paper. Presenting half- 


li d handclasp is William T. Wetherell, 


Wash., who, with Linotype operator 


S. A. Perkins, owner and publisher. 


every distributor in town, and of- 
fered a deal which would put its|}of accounts on notes receivable, 
NACM says. 

Still undetermined is the eventu- 


al effect of the frozen food plans 


Under the plan, all appliance 
sales up to 25 units would be made 


|more, an agreement would be most of them regarded the frozen 
reached betw« -n the dealer, dis- food plan as a boon (provided the 
|tributor and builder. The dealer) plan doesn’t sell the freezer). 
would give the builder his choice! Many of the dealers have an ar- 
of appliance, deliver, install and | rangement with a wholesaler or 
service it, and decide who is|meat packing company and can 
|a legitimate builder. It took brass 
}and argument, but the Seattle deal- 
| ers are now in on the builder busi- 
ness. 

Electrical Merchandising is in- 
| clined to regard the appliance sales 
|of discount houses as “grossiy ex- 
aggerated.” The magazine empha- 
Appliance Distribution 
by Types of Dealers 


By John Crichton 
New York, Aug. 28—This is 
why the appliance business is rug- 
ged. 
Hempstead, N. Y., is the business 
hub of Nassau County. In Hemp- 
stead Town are 432,506 of the 


| Type of Store 


a] ” or county’s 672,765 residents, accord- 
| Sepertment teeeeeneees ae ¥ se ing to the 1950 census. Nassau 
| Appliance ............ 329 324 33.3; County is one of the fastest-grow- 
eee cl a: a ee aes. Ss. eee res 
ee eS cao has a oe conan 
| ork. It now has a fa 
| Lumber & Bids. supsty. a8 4640 ~=— a (Of light industry. 

[- ~_ eseeneces 42 49 46| Hempstead has big retail and| 
| tractors, ete......... 135 9.7  7.0| Wholesale outlets. It is planted in 
AN Other apes upas .8 2 3 the middle of a series of real estate 


developments, one squat brick 
Cape Cod after another. 

An AA reporter shopped Hemp- 
stead, looking for prices on freez- 


ers and dryers. 


5. 
Source: National Electrical Manufacturers A 


sizes that discount houses are con- 
fined to metropolitan areas, mostly 
|New York. 


“put the customer in touch” with 
food sources. 

Meantime, Rand Food Plan Co. 
was able to get exclusive distribu- 
tor rights to Coolerator freezers in 
Nassau County on Long Island, 
Retailing Daily reported this week. 
The same newspaper figured that 
40-50°% of all home freezer sales 
in the Chicago area are being lost 
by appliance dealers to food plan 
operators. 


Package Deals, Sizable Rakeoffs Greet 
AA Reporter Shopping for Freezer & Dryer 


porter was enrolled in a club the 
appliance store operates, and was 
given a “Discount Card.” This 
chain operates three stores in 
Queens and Nassau County. 


® Down the block and across the 
square is a huge independent store; 
its windows are full of garish ban- 
ners, its floor space cluttered with 
appliances, and its men are brisk 
and harried. The reporter was 
shunted out to one wing completely 
occupied by freezers. 

“I take it you’re looking to make 
a deal,” the wing commander said 
brusquely. “It so happens we can 
make’ one. GE is closing out its 
| old model”—and he pointed to the 
| freezer the reporter had seen twice 
before—“it lists for $429; we'll 
sell what we've got left for $300.” 

He had to find another wing 


s They get their merchandise from 
the transshippers, and the situa- 
tion is generally acknowledged to 
be fostered by the manufacturers. 

In recent years, they’ve been 
able to offer credit facilities, sell- 
ing the “paper” to a bank or fi- 
nance company. In other words, 
they're using the same outlets as 


s In the first store, he was shown| man to get a dryer price. When 
a Bendix dryer—list price, $239.35, | he came back he had two: $175 on 
and a General Electric freezer, an/ the 1952 Bendix; $190 on the 1953. 
11-footer, listing at $429.95. With- | 

out any prompting, the clerk said)» «3; could be that we'll have a 
casually: “You probably know that | gooq price on the new GE later 
prices don’t mean much in this on,” he said thoughtfully. “The 


business. If you’re buying both, | company put the coils on the back. 
| you can have the freezer for $335, lIt operates better, but it makes 


He complains of having to pay|the appliance stores. The National|the dryer for $185.” He put in a/ the pox impossible to put through 


freight and handling costs on parts 
returned under provisions of re- 
placement warranties, and the Na-| 
tional Appliance & Radio Dealers | 
Assn. voted—by an 81% majority 
—in favor of manufacturers in- 
cluding both excise taxes and war- 
ranty charges in the list price, at 
no reduction in the dealer’s mar- 
gin. 


8 There’s some dissent about how 
gloomy the picture is. Department 
Store Economist says that competi- 
tion with discount houses has been 
rugged for department stores, but 
also points out that appliance sales 
in department stores are only off 
9% for the first six months of 1952 
compared to 1951, and that this 
loss is fairly slight when one re- 
alizes that rugs and carpetings 
were off 26% for the same period, 
and records and sheet music off 
25%. 

The Economist believes that 
the movement to oust appliances 
from department stores may have 
been checked by improved credit 
facilities, and it points to R. H. 
Macy & Co.'s decision to sign fair 
trade agreements as evidence that 


Assn. of Credit Men explains the 
operation like this: 

The dealer assigns the contract 
to the bank or finance company for 
the amount of the sale plus carry- 


| solid pitch for Philco’s 12-ft. freez-| the small doorways on these de- 
|er, listing at $399.95. He'd sell it velopment houses around here. We 
for $298. |look for it to cut our volume.” 
This store was one of the many| ‘The department stores are gen- 
|units of a major appliance chain,|erajly sticking to list. Blooming- 


Bendix Schedules 
Another Contest; 
Rinso Ties In 


Soutn Benp, Aug. 28—Five hun- 
dred thousand boxes of Rinso and 
|200 Bendix Perfect Pairs (auto- 
| matic washers and dryers) will be 
given away in a new Bendix-Rinso 
contest to start Sept. 29. 
| Bendix Home Appliances divi- 
| sion of Avco Mfg. Corp. and Lever 
| Bros. Co. have announced these 
figures and others in telling plans 
for the tie-in promotion that will 
continue four weeks. 

Fifteen thousand. supermarkets 
and more than 5,000 Bendix deal- 
ers are expected to take part in 
the drive. Nearly 5,000 supers will 
display the Bendix machines with 
Rinso. The other 10,000 stores will 
have life-size Perfect Pair replicas 
in color on their floors. 

The contest will be plugged on 
“The Name’s the Same,” Bendix 
TV show on ABC, and on “Big 
Town” for Rinso on CBS-TV. Ben- 
dix will run ads on the contest in 
Life Sept. 22 and The Saturday 
Evening Post Oct. 11. 


® Lever will use Puck—The Comic 


Weekly, Metropolitan Sunday 
Comics Group and 50 to 60 i - 
pendent comics. In addition, h 


Bendix dealer will get seven @if- 
ferent sizes of ad mats and super- 
markets will receive ten. All this 
promotion will point out t 
housewives who attend a - 
dix demonstration get two es 
of Rinso, and those 200 who - 
mit the best 25-word remarks jon 

n 

Pp 


“Why I vote for Rinso” will 
Bendix washers and dryers— 
vided they send in a Rinso bo 
with each gem of prose. 

Bendix tested a similar con 
earlier this year when it ran a 
test with White King soap ( 
Angeles Soap Co.) in 11 wes 
states. Its success led to the 
promotion. 

Earle Ludgin & Co., ChicagoJis 
the Bendix agency, and Ruthr 
& Ryan, New York, is Rinso’s. 


OPS Lifts Curbs 
on Radio, TV Sets 


WASHINGTON, Aug. 27—The 
fice of Price Stabilization today 
agreed to suspend ceiling prices 
on radio and TV sets, and record 
players. 

Elimination of the ceilings was 
authorized after Ellis Arnall, OPS 
chief, ruled that “soft markets” 
exist at the manufacturing and 
distributive levels. 

Ceilings also were suspended for 
soft-surface floor coverings, bed- 
ding and cotton linters. 

Vitrified chinaware, handmade 
household glassware, silverware 


ing charges. The lending institution | one of the chains which do a major | gaje’s quoted $429.95 on the GE| and jewelry also were entirely 
remits te the dealer 85-90% of the proportion of appliance sales in freezer and $239.35 on the Bendix | exempted from price control. 


contract, and when the contract is 
paid, the remainder is paid to the 
dealer. 


‘= Some of the contracts are “with- 


out recourse”’—the bank has to 
foreclose if the buyer doesn’t keep 
up his payments; “with recourse” 
contracts let the bank turn the 
paper back to the dealer, who must 
handle the foreclosure. 

These credit developments, of 
course, bear directly on the rise of 
the appliance dealer and the dis- 
count house in their battle with 
the department store. 

The credit men’s association fur- 
ther says that while some banks in 
this city have gone extensively in- 
to dealer financing—notably Pub- 
lic National Bank, Bank of the 
Manhattan Co. and National City 
Bank—finance companies are car- 
rying most of the load. About 40 
to 50% of finance company receiv- 


| New York. |dryer. But Macy’s is selling a GE 
| “Too bad you started here,” the | 11-ft. freezer for $349. 

clerk said, rubbing a blue-tinged’ And since the customary retail 
|jowl, “you don’t appreciate what/ markup for appliances is around 
we do for our customers.” |35%, you can see why the business 

is rugged 

@ Next door was another appliance 

dealer. When the reporter walked 

jin, the salesman steered him toa yer a em = John Blair 
| Hotpoint freezer—which virtually & Co., radio station representative, 
| duplicates the GE box. Again, the | has resigned to join the Broadcast 
price was $429. ; | Advertising Bureau, effective Sept. 

When that didn’t draw a nibble,’ 15. Mr. Blocki, who has been as- 
ithe salesman said quickly, “But | sociated with the Chicago office of 
| we’re in business. We can probably | Blair for 16 years, will estab- 

shave that quite a little.” He want-| lish and manage the BAB branch 
ed to put together a package price | Office in Chicago. 

on the two items and hailed the’ 
|manager out of a cubicle at the 
back of the store. They consulted 
briefly and then said: 

“Look. You shop around, and see 
| what kind of a price you get. Then 
tell us. We think we can better it 
—we're competitive.” 


Grocers Get Display Tips 


American Home is publishing 
“ABC's of Display,” a manual in- 
tended to help retail grocers in- 
crease sales through point of sale 
display. Cooperating with the mag- 
azine in producing the manual is 


| the National-American Wholesale 


the chaotic appliance conditions in| ables are composed of assignments’ Before leaving the store, the re- | Grocers Assn. 


| Suspended ceilings could be re- 
|invoked in the event of marked 
increases in prices. However, ex- 
|}empt items are entirely out from 
| under OPS’ supervision. 
} 
|@ In petitioning for relief from 
control, the Radio-Television Man- 
ufacturers Assn. pointed out that 
TV sets are selling for about 15% 
below ceiling price. They said the 
price calculations required by OPS 
were an unnecessary hardship. 
Only a few days ago, OPS is- 
sued a series of orders changing 
the method of calculating retail 
prices on radio and TV sets. Under 
these orders, each retailer was 
supposed to determine his price, 
based on pre-Korea markups. 
Nationally uniform pricing, for- 
merly used by the industry, was 
ruled out on the grounds that re- 
tailers seldom realized the full 
national price during the pre- 
Korea period. 


| 
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SLIP 
SHOWING? 


2 Mi wiG i, 


Even though your brand is in the homes 
of more persons than any other brand 
. . there may be danger ahead! 
A high percentage of ownership doesn't 
necessatily mean that your brand is 
leading in consumer preference. In fact 
it may be “slipping.” 
Just such a slip can be detected in the 
consumer preference for automatic wash- 
ing machines, in St. Paul for 1952. Here 
14 per cent of the families own auto- 
matic washing machines, with one brand 
(A) having the highest percentage of 
ownership 
It would seem to appear from these 
accumulative figures that Brand A_ is 
leading consumer preference in St. Paul 
since it is in more homes than any of 
the other brands 


—ACCUMULATIVE . 


Machine A 
Machine B 
Machine C ....13.2% 
Machine D ,... 8.7% 
Machine E .... 7.9% 


6621 28.1%, 
1+. 135%, 


> ——_ 


now let's take a look at the per- 
age of these families owning auto- 
ic washing machines WHO 
WUGHT THEM IN 195! 


Machine C.. 
Machine E.. 
Machine A.. 
Machine D.. 
Machine 


17.7%, 
. 14.2%, 
. 14.2% 
5%, | 
B.... 9.7%, 


a 


Brand A which is in twice as many 
homes as any of the other brands 

has slipped to a tie for second place in 
1951 sales! These current data show that 


consumer preference in St. Paul has 
declined for Brand A in favor of C 

Steps to correct this dangerous trend 
in consumer preference could be taken 
only after Brand A's ‘slip’ was found 
to be ‘showing Has your product 
slipped in the St Paul Market? The 


answers to this and many other questions 
are available to you. Write Consumer 
Analysis, St. Paul Dispatch-Pioneer Press 
Please specify classification (s) or prod 
ucts in which you are interested 


Si 1. Pant B Disputed) 
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RIDDER * JOHNS, INC. — REPRESENTATIVES 
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| Famous Foods, 


| ing; 


‘Brands You Know’ Group Plan 


(Continued from Page 3) 
age on non-deliveries, we 
pons. Of course, 


ing lists accurate and up-to-date 


Nothing can kill a coupon mailing 
obsolete mailing 


easier than an 
list,” he added. 

In February, 
of “Brands You Know” 
was mailed to 1,100,000 families in 
the Los Angeles area 
of the original mailing is indicated 
by the repeated participation of 
first three sponsors, 
Albers Milling Co. 
and the Purex Corp. 

During the last two years, 
}pons have appeared under the 
“Brands You Know” signature for 
the following products: 


Alber flapjack mix, Quick oats and 
Friskies dog food; Duff's cake mixes; 
Nucoa and Best Foods salad oil; Fab, Vel 


Ajax, Palmolive and Peets; Durkee’s mar- 
garine, mayonnaise and salad dressing 
| Fishe r’'s flour, pancake mix, 
and Zoom; M.J.B. coffee and Tree tea; 
|}Purex and News; Gold Shield coffee; 
Bab-O; Wesson Oil and Snowdrift; Fritos 
Maxwell House instant coffee, Jell-O pud 
dings and Gaines dog food; Folger’s cof 
fee; Borden's mayonnaise and salad dress- 
Greenspot beverages; Granny Goose 
Ross’ dog and cat food; 
Mazola salad oil and Kre-Mel; Kills "Em 
insecticide; King Shoyu sauce. The last 
two products are manufactured in Hawaii 


potato chips; Dr. 


@ Hecht-Arms now schedules three 
“Brands You Know” mailings 
yearly, in March, June and Octo- 


ber. From its beginning in the Los| 


Angeles market, the program has 


expanded into nine new western | 


marketing areas. Included are the 
San Francisco Bay Area, the Pa- 
cific Northwest, the California 
Valley Towns, San Diego, Salt 
Lake, Arizona and Denver. Three 
million new addresses have been 
added to the original mailing lists. 

Manufacturers may coupon any 
number of areas which they wish. 
Today, when a manufacturer 
chooses to coupon across the board, 
he can reach 4,190,000 families in 
the eleven western states, plus Ha- 
waii and Alaska. 

In order to gain the full support 


of the retail trade, a colorful jum-| 


bo postcard is mailed to each inde- 
pendent grocery store, chain head- 
quarters and wholesale grocer in 
the couponing area prior to each 


mailing. This card announces the | 


mailing dates and illustrates the 
products to be couponed. The gro- 
cer is urged to stock a substantial 
volume to meet the heavy demand. 
A second trade mailing is made 
immediately before couponing with 
a similar sales message and a re- 
demption banner for display pur- 
poses 


® Western grocers have given en- 
thusiastic support to “Brands You 
Know” promotions. Grocers have 
indicated that, besides the higher | 
profits enjoyed during the coupon | 
promotion, redemptions are facili- |} 
tated when coupons are mailed in 
a group 

An interesting point brought out 


hy Mr. Hecht is that couponing 
usually results in more than a 
temporary sales jump. After the 


peak reached during a mailing, al 
product tends to settle at a higher | 
sales level than it had prior to 
couponing 


® Demand has grown to the extent | 


that Hecht-Arms has planned, for 
the first time, two separate mail- 


jings this fall. Jack Hecht has an-| 


nounced that the first scheduled 
mailing in October is already sub- 
stantially sold out. Six new partici- 
pants have signed, as well as sev- 
eral of the twenty manufacturers 
who participated in one or more 
of the 1951-1952 mailings. The sec- 
ond mailing will begin on Nov. 4 
and continue through Nov. 18. 
Aware of the increasing impor- 


have 
eliminated possible misuse of cou- 
we are constantly 
doing field work to keep our mail- 


1951, the first group 
coupons 
The success 


Durkee 


cou- | 


biscuit mix | 


OU) Mails 70,000,000 Coupons Per Year 


tance of drug sales through racks 
in grocery outlets, Mr. Hecht be- 
lieves that drug manufacturers are 
now in a position to derive the 
same benefits from couponing as 
have food products manufacturers. 
For this reason, all future “Brands 
You Know” mailings will invite} 
the participation of drug products. | 

Will “Brands You Know” cou- 
poning be extended to cover the 
rest of the U. S.? 

“Unlikely,” said Mr. Hecht. “The | 
western states are on the way to| 
| becoming the nation’s number one | 
market. We believe that we can | 
|accomplish more by doing a con- 
| centrated, thorough and economi-_| 
cal job in this market than we | 
could by spreading our operation | 
over too wide a territory.” 


® He predicted a continued in-| 
crease in the couponing program | 
for the future. “Couponing has| 
always been an important sales | 
tool in highly competitive markets. 
The unparalleled numbers of new 
food and drug products appearing | 
on retail shelves today should fur- 
ther stimulate product couponing 
in the months ahead. We have 
every expectation of even larger | 
‘Brands You Know’ mailings in | 
| the future as more manufacturers | 
| realize how little it costs to wage a | 
| full-scale couponing |,promotion 
| when it’s done this way,” he said. 

Hecht-Arms has established na- 
tional representation with the ad- 
| dition of three new sales offices 
during the last year. Ben B. Vail, 
with offices in New York, is in 
charge of all Hecht-Arms’ business 
on the East Coast. Midwestern 
contact man is Don McLeese, head- 
quartered in Chicago. J. E. Rans- 
burg of Honolulu handles the 
“Brands You Know” program, as 
well as other company activities, 
in the Hawaiian Islands. 


Appoints William Gass 


William J. Gass Jr., with the 
box industry for 23 years as a de- 
signer, salesman and executive, 
has been named sales manager in 
the St. Louis area for National 
Container Corp. 


Zonite Names Walter Ennis _ 

Walter Ennis Associates, New 
York, has been appointed special 
national sales representative by 
Zonite Products Corp., New York, 
for Zonite and Forhan’'s chloro- 
phyll toothpaste. 


RCA Victor Boosts Bosa 

W. E. Bosa, assistant to RCA 
Victor’s v.p. in charge of consumer 
products, has been promoted to 
|manager of the television market 
|development section with head- 
| quarters in Camden, N. J 


| 
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Americans Spent $10.72 Each for Candy and 
Confectionery Products in ‘51, NATD Finds 


New York, Aug. 26—Each 
American spent $10.72 last year to 
satisfy his (or her) craving for 
candy, according to the National 
Assn. of Tobacco Distributors. 

This is the highest per capita 
expenditure for candy and other 
confectionery products in the na- 
tion’s history, the NATD says in a 
report issued last week by its mar- 
ket research division. 

Retail sales of candy and con- 
fectionery products for 1951 were 
about $1.62 billion, the report con- 
tinues. The percentage of total 
sales handled by each type of re- 
tail outlet is shown in the accom- 
panying chart. 


8 More than half (52.3%) of candy 
purchases were for bar goods and 
specialties, NATD found, with 
packaged goods accounting for 
about one-quarter (23.7%), and 


| bulk goods and penny goods rep-| 


resenting 18.8% and 5.2%, respec- 
tively, of total candy sales in ’51. 
Various wholesaler groups chan- 
neled 57.7% of the candy indus- 
try’s production to retail outlets, 
the report says, estimating the re- 
tail value of this wholesaler-han- 


dled production at about $936,900,- 
000. 

Here are the dollar volume and 
per cent of volume figures for 
each wholesaler group listed in the 
report: 


PER CENT OF 
VOLUME 
WHOLESALER DOLLAR SOLD AT 
GrRouP VOLUME WHOLESALE 
Tobacco $360,882,000 46. 
Confect.onery 278,036,000 35.6 
Grocery 76,538,000 9.8 
Other foods 49,984.00 64 
Se. wcccewes 5,467,000 7 
Miscellaneous . 10,153,000 13 


Tru-Bloom Seeds Campaigns 

Tru-Bloom Seeds, San Luis 
Obispo, Cal., will feature flower 
packets for fall and winter plant- 
ing in a new drive. The schedule 
includes consumer and trade pub- 
lications and color newspaper ads. 
Western Advertising, Los Angeles, 
is the agency. 


Sitmpson-REILLY, LTD. 
Publishers Representatives 


Since 19208 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO , CENTRAL TOWER 


| 
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Bigelow Steps Up 
Magazine Schedule 


New York, Aug. 26—Bigelow- 
Sanford Carpet Co., one of the big- 
gest advertisers in the home fur- 
nishings industry, shoots for new 
business this fall with a stepped- 
up ad program. 

B. K. MacLaury, director of ad- 
vertising and sales promotion, an- 
nounced that Bigelow rugs and 
carpets will be promoted in a 
three-part campaign calling for 27 
full-page ads over a four-month 
period. Mr. MacLaury said this 
program will be in addition to a 
separate drive for the popular- 
price Sanford line. 

s Young & Rubicam, agency for 
the carpet company, will use six 
national magazines in the Bigelow | 
campaign. The schedule includes: | 

1. A series of ads designed to ed- 
ucate the consumer on carpet se-| 
lection, materials and values. These 
will appear twice monthly in The 
Saturday Evening Post 
September, October and November. 

2. A series of nine pages featur- 
ing the price and style attractions 
of Bigelow carpets. These will run 
in Better Homes & Gardens, Coun- 
try Gentleman and McCall’s from 
September through December. } 

3. A series of ads showing the 
noise abatement value of Bige- 
low’s Cushionlok carpet in offices, 


ONE PICTURE STORY /s 
WORTH 10,000 WORDS! 


| 
} 
I you want more salesmen and | 
dealers to read your manuals | 
° + more employes to read 
your messages . . . more cus- 
tomers to read your ads... 


look into low-cost comic-type 
ey give 


booklets and strips. 
you proved highest readership of 
any printed medium. For free 
samples, write: 


HALL ASSOCIATES 


17 East 42nd St. at Madison Ave., New York 17 
—MU 2.1092 


This Week in Washington... | 


CORRECTION 


On August ist we advertised a 
‘41 Chevrolet for $165 as bee 
fully equipped with radio-heater, 
nylon seat covers and 5 like-new 
Firestone white wall tires. This 
car when shown, did not have a 
radio, nylon seat covers and the | 
tires were badly . solid black, 


By Stanley Cohen 
Washington Editor 
Wasuincton, Aug. 28—“Distri- 
bution” has got a nice pat on the 


ipment as the 
ene. os o car. ‘when | back from Secretary of Commerce 
shown, the tires were biack. = | Charles Sawyer. The secretary has 
act covers or issued a statement confessing that 


|his department has been produc- 


heater, Ly anes a on 

ra a e ra w | ied cod 

operate. We regret these errors tion minded, and has tended to 
and pledge they will not recur | overlook “the element of distribu- 
NORRIS 3420 IRVING PARK | tion.” 


‘ | In the near future, he proposes to 

A FEW DETAILS WRONG—This “correction” reorganize the department’s bu- 
appeared in the Aug. 22 Chicago Sun-|reau of foreign and domestic com- 
Times at the insistence of the Better Busi-- merce to include a distribution 
ness Bureau. |unit, which will specialize in serv- 

ice to advertisers and marketers. 
banks and institutions. These will! Since he plans to do this with 
appear six times each in Office | existing personnel, the only actual 
Management and Time from No-|news in this development is the 
vember through December. shift in emphasis. This shift should 
Dealers are offered display ma- be credited to the business execu- 
terials which tie in with the na-|tives who make up the National 
tional ads, a film strip on the se-| Distribution Council, one of the 


24-page booklet which can be dis- | Headed by Arthur H. (Red) Mot- 
tributed at “carpet clinics” or used | ley, publisher of Parade, the coun- 
as a self-mailer. jcil has repeatedly reminded the 

|secretary that production, in the 


Form Bonner & Newman | Consumer goods fields, is limited 


Charles Bonner and Fred o, | only by our — ao 
Newman have formed a_ public hes 
relations company, Bonner & New- Television manufacturers con- 
man Inc., with offices at 270 Park | tinue to give a cold shoulder to 
Ave., New York 17. Mr. Bonner |the CBS color TV system, author- 
gage my b- way gh —« “4 |ized nearly two years ago by the 

iis in . Since , when Mr. | p49, : eee ie. 
iis went te the Masters Digest, |*< deral Communications Commis 
Mr. Bonner has been doing free- | 
lance writing. Mr. Newman for- | 
merly was assistant city editor of | was 


Though NPA’s ban on color sets 
lifted several months ago, 


|the Herald Tribune, New York,|NPA’s electronics division has not| 


and managing editor of Popular|had a single application for per- 


Commerce to Have Distribution Unit T0 GET SALES 


there are no plans to issue tabula- 


tions on expenditures by family. 1 1 
characteristics. ACT i() \ 
In the past, BLS has issued de- lDeee 


tailed expenditure reports for 
1934-36, 1941 and 1944. The earlier 
expenditure reports were tabulated | 
| by income levels, with median and | 
|average figures for the nation as 
a whole. The 1950 expenditure re- 
ports now being issued are tabu- 
|lated only by city and there are) 
no national averages given. With-| 
out additional tabulations, the 1950 | § 
expenditure data cannot be com- 
pared with the earlier reports. 

a s . 

Postmaster General Jesse Don-| 
|aldson has apparently decided to 
| go down fighting. In San Francis- 
co last week, he revealed that he 
has asked President Truman to| 
plug for further postal rate in- 


over 2,000,000 § 


during | lection and care of carpets and a|department’s advisory committees. | Teases in the final Truman budg- | family units...in the 


| et, which goes to the new Congress 
par Se it assembles in January. 
| Presumably Mr. Donaldson, who 
is 67 and a staunch Trumanite, will 
go into retirement when the new 
|administration takes over. Mean- 
| while he reiterates that the postal 
| deficit, now in the neighborhood of 
| $600,000,000 annually, needs at- 
| tention. He says Congress ought to 
| raise rates to eliminate that deficit, 
jor it ought to agree to adopt legis- 
lation writing off the deficit as 
| public service. 
* + « 

National Production Authority 

has notified consumer durables 


magazine they read... 


ed 


Science magazine. 


Broidy Expands to PR Films 


William F. Broidy Productions, 
Hollywood, has announced plans 
for expanded operations in the 
commercial field of industrial films 
for institutional and public rela- 
tions purposes. The expansion in- 
cludes plans for offices in New 
York, Washington, Chicago, De- 
troit and Atlanta. 


Joins Pacific Airmotive 


King Williams, formerly owner 
of Monrovia Airport, in southern 
California, which he sold to Con- 
solidated Engineering Corp. last 
April, has been named assistant to 
the president of Pacific Airmotive 
Corp., Burbank, Cal. He will be on 
special assignment as PAC Euro- 
pean representative. 


- Thompson - Kovats 


* 


TYPOGRAPHERS 


| mission to make the CBS-type sets.| manufacturers that they are free 
| Officials believe a number of com-| to dress up their appliances with 
panies could qualify, if they! copper and aluminum trim if they 
wished. | like. 

Presumably, the industry be-| During the period of drastic ma- 
lieves another system will be along terials shortages, consumer goods 
soon which will displace the CBS|industries were under a restriction 
system as the officially approved| which banned the use of copper 
color method. One such system is|and aluminum for decorative pur- 
now being tested by an all-indus-| poses. 


try committee, and is supposed to| NPA’s recent action does not 


be about a year away. 

By now, FCC should be con- 
vinced of the old saw about leading 
a horse to water. The commission 
pushed through the CBS system in 
order to assure that new TV areas 
would open with color, but the 
horse refused to drink. 

e . © 

The Paramount case is to end, 
jafter all. Something over a year 
from the time that hearings were 
ordered on Paramount’s TV re- 
newals and the proposed merger 
of ABC and United Paramount 
Theaters, Hearing Examiner Leo 
Resnick has closed the record and 
ordered opposing counsel to sub- 
|mit recommended findings. 

After considerable bucking and 
heaving, Mr. Resnick slammed the 
| door on further investigations 
of Paramount’s anti-trust back- 
ground. He says the record already 
| has ample information on this sub- 
ject, and that the ends of justice 
could hardly be served by another 
eight to ten-week delay. 

So Mr. Resnick and opposing 
| counsel will sit down and read the 
| 13,000-page transcript. By Novem- 
ber ‘or December, he should be 


ing or denying the renewals (in- 
|cluding the renewals of the Du- 
|Mont stations), and the merger. 
| Subsequently, his decision goes to 
|the commission for review. But 
the hearings—the biggest time- 
killer—are finally over. 

| a. * * 

| Unless advertising and media 
people can get together with offi- 
cials of the Bureau of Labor Sta- 
tistics, a big percentage of the po- 
tential value of the new BLS con- 
sumer expenditures study will be 
lost. 

As it stands now, BLS is pre- 
pared to issue detailed tabulations 
on income by size of family and by 
i|many other characteristics, but 


ready to issue a decision, approv- | 


increase the amount of metal 
available for consumer goods. It 
merely gives the manufacturer the 
option of using his allotment for 
functional or decorative purposes 
—whichever he considers most ad- 
vantageous from his point of view. 
” a . 
Commerce Department field of- 
ficers say a nationwide survey 
shows that most manufacturers of 
consumer durables intend to ab- 
sorb most or all of the recent price 
increase for steel. The market for 
appliances has only recently begun 
to perk up, the department says, 
and most manufacturers hesitate 
to chance price increases while 
the future remains so uncertain. 


Appoints James Carden 

James R, Carden, formerly sales | 
manager for Spur Distributing Co.., | 
has been named Nashville adver- 
tising sales representative for Farm 
and Ranch-Southern Agriculturist. 


Talmack to Carl Reimers Co. 

Talmack Inc., New York maker 
lof street and evening clothes for 
| women, has appointed Carl Reim- 
'ers Co., New York, to handle its 
advertising. 


| Mills Joins White Advertising 
| Alden S. Mills, formerly with J. 
| M. Huber Corp., Brooklyn printing 
ink manufacturer, has been named 
assistant production manager for 
White Advertising Co., Cleveland. 


Winton Appointed A. E. 

Lois Winton, formerly with Biow | 
Co., New York, has been named an 
account executive of Rogers & 
Cowan, New York public relations 
consultant. 


Rios Joins Publishers’ Rep 
Walter B. Rios, formerly with 
James C. Seix Co., has been named 
sales manager of Pan American 
Publishers Service, publishers’ rep- 
resentative. | 


NATIONAL 
GEOGRAPHIC! 


More than 2,000,000 Nationa 
Geographic family units cut 
across almost every business, 
profession and occupation. 
They call The National Geo- 
graphic “our magazine.”’ As 
members of the National Geo- 
graphic Society they actually 
own it. They write us as 
many as 84,000 pieces of first 
class mail a day. They renew 
their subscriptions at an amaz- 
ing rate of more than 87%. 
Entire families regularly read 
and have confidence in the 
pages of the magazine, both 
editorial and advertising. They 
have a warm spot in their 
hearts for our product. We 
think there’s room there for 
your product, too! 


America’s most 


Now, more than 2,000,000 circulation 
according to publisher's current records. 
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Most Stations Backing NBC Merchandising 


Program, Now Available to TV Advertisers 


New York, Aug. 29-——After eight 
months on the road, the merchan- 
dising department of National 
Broadcasting Co. does not hesitate 
to brag about what it has to offer 
a sponsor! 

Which is just what Fred N 
Dodge, NBC merchandising direc- 
tor, and his lieutenants did this 
week at a press conference here 


Mr. Dodge, who came to NBC 
from The American Weekly to 
head this new operation, detailed 
what the department has in the 
way of experienced personnel 
Each of the 12 district supervisors, 
covering the country for the net- 
work, are veterans of some phase 


of merchandising. He emphasized 
that this staff has been especially 
trained to handle specific prob- 


WE BOUGHT 
HADACOL 


(The Bulletins, That is!) 
SPACE BUYERS, ADVERTISING 
MANAGERS, AND SALES MAN- 
AGERS HAVE THE OPPORTUNITY 
© ACQUIRE THE USE OF THE 
XCEPTIONALLY FINE PAINTED 
ULLETINS. CHOICE MAJOR AR. 
sRIAL HIGHWAY COVERAGE IN 

ST TEXAS, LOUISIANA, MIS- 
SSIPPI, ALABAMA, AS WELL 

PARTS OF FLORIDA AND 

RKANSAS. 

350 BULLETINS IN ALL. 


» COMPLETE INFORMATION ON 
REQUEST. 


MORIARTY ocurooor 


ADVERTISING CO., INC. 
P.O. BOX 1924, BATON ROUGE, LA. 


s 


lems for advertisers with unusual 
difficulties 


Started originally as an added 


impetus for network radio, the 
service is now being offered to 
television advertisers as well, fol- 


lowing NBC’s reintegration of the 
two media. 


8 Marshall Keeling, assistant man- 
ager of the department, said the 
network is beginning to get excel- 
lent cooperation from stations— 
many of which were reluctant at 
first. This change of heart occurred 
when they found out it wasn’t go- 
ing to cost them anything, he 
added 

Nearly 50 affiliates are now in 
the Class A merchandising cate- 
gory, it was revealed. This label 
goes to stations doing the follow- 
ing: (1) Trade mailings; (2) dis- 
tributing point of sale materials; 
(3) supplying special displays for 
advertisers, in the station’s build- 
ing or elsewhere; (4) making per- 
sonal trade contacts; (5) reporting 
on results of merchandising; (6) 
providing facilities for client meet- | 
ings—closed circuit sales gather- | 


ings, etc.; (7) making special 
checks and attitude surveys; (8) | 
supplying on-the-air promotion, 


and (9) offering miscellaneous 
services and mailings. 

Some 100 additional stations are | 
providing some of the above serv-| 
ices, and so far there have been | 
only 11 complete holdouts which 
are waiting to see what comes of 
this program before participating. 


® Although the merchandising de- 
partment only recently started 
concerning itself with television, 
34 stations are already cooperating 
actively with field representatives. 

Monthly mailouts to stations 
from the department include a 
merchandising memo of sugges- 
tions, a drug and a food “mer- 
chandigest.” These last two pro- 


omething new 


has been added to 


WARWICK 


TYPE SERVICE 


Sensational new FOTOSETTER 
saves paste-ups...photostats 
...extra photography 


Now get type set automatically, 


expensively 


directly on film 


Fotoset type is razor-sharp, even on finest 


serifs and hairlines. .. 


throughout. You'll save dollars and hours 


Headings, body copy, 
matter set photographically, 


color evenness 


less 


tabular 


| 


or paper! 


by doing away with paste-ups... 


cutting out steps in platemaking. 


Only Warwick gives you Fotoset plus 


complete typographic service. Get 


details today. Write Dept. 


WARWIC 


920 WASHINGTON AVE. ¢ ST. LOUIS 1, MO. 


Warwick serves clients 
in 32 states, Mexico 


complete and Pverto Rico. 
A4. 
TYPOGRAPHERS 
INCORPORATED 


+ ++ overnight by rail and air from nearly all U. S. 


CORN 
FLAKES 


REGISTER AND VOTE—Most of the space 
devoted to a public service message urging citizens to register and vote, and giving 
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on this new Kellogg corn flakes carton is 


thod. 


instructions on voting 


and reg 


Kellogg Puts Vote Appeal on Corn Flake Box 


BaTtLe CREEK, Aug. 28—The 
Kellogg Co. is now giving most of 
the space on its corn flakes boxes 
to pictures of Eisenhower and 
Stevenson, together with balloting 
and good-citizenship copy. 

The company said it was the first 
time in history that food packages 
in retail stores carried an appeal 
| to citizens to register and vote. 
|The new approach to packaging, 
it was said, may result in the use 
| of carton space as a medium for a 
variety of other messages in the 
future. 

W. H. Vanderploeg, president of 
Kellogg, said his company’s action 


was “a sincere act of public service 
which we earnestly wanted to per- 
form.” He added that American 
business “should try to encourage 
active citizenship in support of 
good government.” 

The front panel of the corn 
flakes package shows the Republi- 
can and Democratic candidates and 
urges: “Vote as you please but re- 
member to VOTE.” The back panel 
gives detailed information on vot- 
ing methods and regulations. Side 
panels show various ways of dis- 
playing the American flag and a 
comparison of U.S. voting records 
in previous national elections with 
those of other countries. 


vide news in the field as well as 
merchandising hints. Stations get 
them at cost for distribution to 
special customers. 

A typical NBC merchandising 
project starts with a network-cli- 
ent-agency meeting, Murray Heil- 
weil, assistant merchandising man- 
ager, explained. 

“We ask the sponsor for a brief- 
ing on his sales setup, his method 
of distribution, and the competitive 
situation, the aims he hopes to 
achieve through radio,” he said. 
“This enables us to make specific 
recommendations.” 


s If the NBC recommendations are 
accepted, a merchandising request 
goes out to the department’s field 
supervisors. If a seasonal promo- 
tion is involved, the network tries 
to acquaint them with what other 
media is being used in the drive. 

Detailed instructions as to the 
people to be contacted, the outlets 
to be used, etc., follow next, and 
the field men get down to business. 
Three copies of all their calls are 
forwarded to New York—one for 
NBC and one each for the sponsor 
and his agency. 

Phase 3 Mr. Heilweil calls the 
close-out. It is, in effect, a highly 
detailed report on what each man 
has done to carry out his assign- 
ment. Totals on visits made, pho- 
tographs of store displays and 


| newspaper tie-ins—and sales re- 


where available in- 


sults, are 


cluded. 


| Appoints Gill-Keete & Perna 


WMRY, New Orleans, has named 
Gill-Keefe & Perna to represent 
it nationally. The station, which 
calls itself the Sepia station, is 
programmed for the Negro mar- 
ket in the New Orleans area. 


Belmont Changes Name 

Belmont Radio Corp., Chicago 
maker of Raytheon radio and tele- 
vision receivers, has changed its 
corporate name to Raytheon Tele- 
vision & Radio Corp 


> “hy Earl Collings 

1 L. Collings, formerly an ac- 
e.... executive of Ross Roy Inc., 
has been named merchandising di- 
rector of Proebsting, Taylor Inc., 
Chicago agency. 


General Mills Switches PR 
Account from BBDO to Ayer 

General Mills Inc., Minneapolis, 
has switched its institutional ad- 
vertising account from the Min- 
neapolis office of Batten, Barton, 
Durstine & Osborn to N. W. Ayer 
& Son, Philadelphia. 

BBDO continues to service Gen- 
eral Mills’ home appliances and 
Betty Crocker television advertis- 
ing. The addition of Ayer gives 
General Mills a total of seven 
agencies handling its advertising. 


‘Vision’ in Chicago 

Vision, Spanish-language maga- 
zine for Latin America, has opened 
an advertising office at 228 N. La- 
sSalle St., Chicago. Edward O. 
Smith Jr., formerly of Time, heads 
the office. 


Advertising Age, September 1, 1952 


|Grand Union Drops 
TV Show; Wechsler 
Goes Back on Panel 


New York, Aug. 28—James A. 
Wechsler, managing editor of the 
New York Post, this week was 
back on “Starring the Editors,” 
the television panel show from 
which he was ousted three weeks 
ago because of charges concerning 
his past political affiliations. 

Mr. Wechsler said—without con- 
tradiction—that he had been 
|dropped at the insistence of the 
| Grand Union Co., food store chain 
| which sponsored the program over 
{the DuMont Television Network 
| (AA, Aug. 11). Grand Union let 
| its contract expire last week with- 
| out renewing. The program is now 
| being carried sustaining on WABD, 
| DuMont station here. 

Nine newspaper editors alter- 
nate on the discussion show, which 
is owned by Badger and Browning 
& Hersey. Immediately after he 
had been dropped, Mr. Wechsler 
disclosed that he had been ap- 
proached by Robert W. Hersey, 
president of the agency, and asked 
to withdraw until the controversy 
died down. According to the Post 
editor, the agency felt a contro- 
versy would affect a renewal. 


s Mr. Wechsler was dropped after 
the Journal-American published 
an article pointing out that he had 
been a member of the Young Com- 
munist League from 1934 to 1937. 
Mr. Wechsler had previously pub- 
licly admitted this past affiliation. 
When ousted from the show, he 
cited his aggressive anti-Commu- 
nist record since 1937. 

When told of his reinstatement, 
the Post editor commented: 

“It’s a very happy ending. I 
never had any differences with 
the advertising agency or the Du- 
Mont network.” 


‘Sun-Times’ Appoints Rep 

The Chicago Sun-Times has ap- 
pointed Sawyer-Ferguson-Walker 
Co. to be its southern and West 
Coast representative. 


A. N. Brooxs Company 
MER‘ HANDISE MART 
CHICAGO 


MFRS. OVERSTOCKS AND 
DISCONTINUED MERCHANDISE 


"Thomas EK Melirath 
and Associates 
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ver try us for 


engravings? You'll be 


Surprised, 


so. Color 


agreeably 
as well as 


black-and-white. 
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NBC-TV Affiliates 
Press for New Deal: 
Watching AM Rates 


(Continued from Page 1) 
There was, however, no agreement 
on points at issue. 

A five-man subcommittee will 
be back to continue talks with 
NBC management some time next 
month. This committee includes: 
Mr. Damm; P. A. Sugg of WKY, 
Oklahoma City; Ed Wheeler, 
WWJ-TV, Detroit; Raymend Wel- 
pott, WRGB, Schenectady, and E. 
R. Vadeboncoeur, WSYR-TV, Syr- 
acuse. 


® Radio moves to the center of the 
ring next week and the meeting 
ground shifts to Chicago. On Wed- 
nesday, Sept. 3, Mr. Sugg, chair- 
man of the network's stations 
planning and advisory committee. 
has called a meeting of his com- 


mittee members and representa- | 


tives of NBC primary affiliates. 
The next day there will be a gen- 
eral meeting of all the AM affili- 
ates and network officials to dis- 
cuss NBC’s proposal for a com- 
petitive rate adjustment to counter 
Columbia's action. NBC strategists 
were still working on their rate 
revisions as this story went to 
press. 

Many people expect the NBC 
changes will be quite similar to 
those made by CBS, which cut 
evening time 25% and raised day- 
time about 5% through additional 
discounts rather than basic rate 
modifications. 


Rochester Radio 
Edges Newspapers 
in ARB Studies 


Rocuester, Aug. 27—Four local 
radio stations fared a little better 
than this city’s two newspapers in 
a recent series of studies conducted 
by the Advertising Research Bu- 
reau, Seattle research organization 
formed in May, 1950 (AA, May 22, 
50). 

The four radio stations jointly 
sponsoring the four consecutive 
studies were WARC, WHAM, 
WRNY and WVET. The two Roch- 
ester newspapers are the Times- 
Union and the Democrat & Chroni- 
cle. 

Four stores participated in the 
surveys: McFarlin’s, men’s wear; 
Projansky’s, women’s apparel; Ed- 
wards, department store, and Sears, 
Roebuck (appliances only). During 
the survey, each store spent as 
much money for radio time as for 
newspaper space. Cost of ads or 
time ranged from $120 to $255. 


8 The following figures show the 
composite results of the four sur- 
veys 


% Dollar 
Per Cent Per Cent Value of 
Traffic Traffic Buying Purchases 
Radio ...... 180 35.1 44.8 344 
Newspaper .. 161 29.5 43.8 27.5 
Pes 61 1.9 52.1 14.9 
Se Ce y 47.4 22.9 
Tod ...... SB 99.9 47.1 7 
AVERAGE DAILY PER CENT OF TRAFFIC 
BOS cede vcccvscssned : 
Teer ee errr 
joth ssosne 
eee mT 
Total 99.8 


AVERAGE PER CENT OF TRAFFIC 
BY RESIDENCE 


Unascer- 
In City Outside City tained 


Radio ...... as ra 6 a 
ee re 61. k J 

Both eee ae 67.5 31.3 14 

GD cacsesdeos . 62.8 36.2 0.9 


Seth Thomas Plans Drive 


Seth Thomas Clocks, Thomas- 
ton, Conn., is using full-page ads 
in trade publications to announce 
two new models, Glance and Car- 
thay wall clocks. Full-color ads 
will be used in Better Homes & 
Gardens, Ladies’ Home Journal 
and Living for Young Homemakers. 
A full-color lithographed display 
will be made available to dealers. 
J. Walter Thompson Co., New 
York, is the agency. 


Last Minute News Flashes 


Consolidated Royal Chemical Switches Agencies 
Cuicaco, Aug. 29—Consolidated Royal Chemical Corp. has appointed 


Schwimmer & Scott to handle advertising of Krank’s Shave Kreem, | 


and Ross Roy Inc. for Hypercin, Krank’s hair oil and a number of 
other products. Ruthrauff & Ryan, which previously handled Krank’s 
Shave Kreem, still has Mar-O-Oil shampoo, Kolor-Bak and Spray -a- 
Wave products. However, Consolidated will take these from R&R and 
possibly give them to one or both of the other agencies because R&R 
recently acquired the account of competitive products from Helene 
Curtis Industries (AA, Aug. 25). 


GE Plans Early Yule Drive for New Mixer 


New York, Aug. 29—General Electric Co. during the three months 
before Christmas will use four-color, full-page ads monthly in Parade. 
This Week Magazine and nine other Sunday supplements to introduce 
its new electric portable mixer, priced at $19.95. Young & Rubicam 
is the agency. 


Burnett Opens Canadian Office for Kellogg Account 
Cuicaco, Aug. 29—A Canadian affiliate with offices at 170 Bay St., 
Toronto, has been established by Leo Burnett Co. to handle advertising 


for Kellogg Co. of Canada Ltd. George B. Macgillivray, formerly with | 


Kenyon & Eckhardt Ltd. (the previous Kellogg agency), and world 
brands ad manager of Lever Bros. Ltd., will manage the office as a 
Burnett v.p. 


Cary] Richards Inc. to Introduce Rocket Wave 

| New York, Aug. 29—Caryl Richards Inc. will introduce its new 
Rocket Wave for silver blondes to the trade next week with pages in 
beauty culture publications. A radio test campaign using five-minute 
spots in Buffalo, Pittsburgh and St. Louis will start in late September. 
Gibraltar Advertising Agency is handling the campaign. 


‘Greatest Fights’ Modernized; Other Late News 


e@ Chesebrough Mfg. Co., New York, will run weekly program ads 
to build the audience of “Greatest Fights of the Century” (NBC-TV) 
in the 50 cities airing the series, which this year will feature more up- 
to-date bouts. This drive, through Cayton Inc., will start Sept. 5. 


e A. C. Nielsen Co., Chicago, has signed the second network client for 
j its coming Broadcast Coverage Measurement—the CBS television 
| division. Several months ago NBC subscribed to the service for its 
|radio network. CBS radio, on the other hand, was one of the first 
| subscribers to Dr. Kenneth Baker’s Standard Audit & Measurement 
| Services’ industry-wide study, which also is to be released this fall. 


e Victor Adding Machine Co., Chicago, is taking full pages in Business 
| Week, Nation’s Business and The Saturday Evening Post this month to 
_offer business men a free trial on any of Victor’s 42 models. The offer 
jis described as the first national promotion of its kind by an office 
oa” manufacturer. John W. Shaw Advertising handles the ac- 
count. 


e Byron Jackson Co., Vernon, Cal., manufacturer of pumping equip- 
| ment, will shift its account from Martin R. Klitten Co. to Ruthrauff & 


| Ryan, Los Angeles, on Jan. 1. 


e Crowell-Collier Publishing Co. will omit payment of a dividend on 
| its common stock due this month. It is the first dividend the company 
|has omitted, according to Moody’s Investors’ Manual, since payment 
| was started in 1922. Dividends of 15¢ were paid on each share of 
| common in March and June. In 1951 payments were 30¢ per share ex- 

cept for 15¢ the last quarter. Total dividends paid in 1950 were $1,860,- 
| 749, against $1,395,562 in 1951. 


stations, adoption of NARTB’s pe- 


Canada Dry Offers 
25¢ Refund in New 
Party Theme Drive 


New York, Aug. 29—Canada 
Dry starts a related-items promo- 
tion next week that will give eight 
other brand names a free ride in its 
advertising and display. 

Ads in Better Living, Ebony, 
Everywoman’s, Family Circle, Hol- 
land’s, Life and Woman’s Day, 
plus Parade, This Week and eight 


independent Sunday magazines, 
will be headlined: “Save 25¢ on 
$1’s worth of open house treats.” 

Consumers are to buy $1 worth 
of the related items and two large 
bottles of Canada Dry soda water 
or ginger ale, then send two Can- 
ada Dry bottle caps and a state- 
ment affirming the dollar pur- 
chase to Canada Dry Ginger Ale 
Inc. The company will mail back 
25¢. The offer expires Oct. 30. 

The eight brands featured in the 
Canada Dry ads will be Sunshine 
Biscuit, National Biscuit, Borden’s 
cheese, Kraft cheese, Hellman’s 
mayonnaise, Underwood deviled 
ham, Gulden’s mustard and Plant- 
er’s nuts. 


s Display material, according to 
W. S. Brown, advertising director 
for Canada Dry, is designed to en- 
able stores of any size to take part. 
“Merchandise displays made of 
wooden beverage cases can be built 
tall or short, narrow or squat, step- 
shape, U-shape or whatever the 


Necchi Doubles | 
Budget for ‘53 
to $2,000,000 


New York, Aug. 26—About $2,- 
000,000 will be spent on advertis- 
ing in 1953—more than _ twice 
last year’s appropriation—by Nec- 
chi Sewing Machine Co., it was an- 
nounced today. 

Robert M. Phillips, advertising 
director of the Necchi Sewing Ma- 
chine Sales Corp. here, said $1,- 
000,000 of the total will go into 
newspapers on a cooperative basis 
with 1,600 dealers to promote a 
new medium-price straight stitch 
machine and two new _ console 
cabinets. 

The other half of the appropria- 
tion will be used to push the higher 
price line of zig-zag machines and 
cabinets via color pages in about 
17 magazines. The publications 
will include Better Homes & Gar- 
dens, Good Housekeeping, Mc- 
Call’s, Woman’s Day, ten pattern 
books and three home economics 
magazines. 


8 About 1,000 newspapers will get 


| insertions ranging from two to 
| three columns by 100 to 140 li . 
Necchi will go 50-50 with dealges 
up to 4% of purchases. a 
The new straight stitch mach 
it was said, will sell for a t 
$148.50 for portable models, and 
$179 and $189 for consoles. 
Company spokesmen said ie 
expect retail sales to hit a rec 
$25,000,000 this year. “About 8@ 
of these sales will be in NeccBis 
selling for more than $250 e 
In the forthcoming year we int 
to go after and get a good perce’ 
age of the medium-price sew 
machine market—a market for 
chines selling from $148 to j 
under $200,” they said. 


y 
d 


a1 ns &? 


@® The Necchi zig-zag, introdu 
in the U.S. about five years a 
sews 100 different stitches with 
an attachment. “It is largely 
sponsible for Necchi being 
leading foreign-made machine 
the U.S.,” a spokesman said. 
In entering the medium-pr' 
market, which accounts for ab 


FCC Grants 35th 
‘Commercial Video 
License Since July 


| Wasuincton, Aug. 27—Peoria 
| and South Bend were added to the 
| list of prospective TV communities 
| today, as the Federal Communica- 
| tions Commission approved appli- 
|eations for two additional com- 
| mercial stations. 
| The commission also approved 
la non-commercial station for the 
University of Southern California, 
| Los Angeles. 

These latest actions bring the 
number of commercial grants to 
| 35 since July 1, and the number of 
|educational grants to eight. To- 
|day’s commercial grants were to 
| the South Bend Tribune, which op- 
erates WSBT, and to West Central 
| Broadcasting Co., Peoria, licensee 
of WEEK. 


# Meanwhile, the National Assn. | 


of Radio & Television Broad- 
casters has asked the FCC to re- 
consider its grant of a non-com- 
mercial license to Kansas State 
Teachers College. 

The association pointed out that 
the college has no funds available 
for construction of the station. It 
said a grant, without a showing of 
financial responsibility, represents 
a change in licensing procedure, 
and should not be adopted without 
a hearing. 

Since the FCC has followed this 
procedure in approving most of 
the applications for educational 


tition would be a serious set-back 
for educators, who claim they need 
FCC encouragement before they 
can go to legislatures and school 
boards for working funds. 


Du Pont Anti-Freezes Get 
Week All Their Own 


Du Pont’s Zerone and Zerex will 
be heavily promoted during Anti- 
Freeze Week, Oct. 6-13, a week 
instituted by the company. Four- 
color and b&w ads are scheduled 
for Collhter’s, Life and The Satur- 
day Evening Post. Two-color 
spreads will appear in business 
publications between now and the 
end of September. 

More than 100 newspapers will 
be used, and outdoor posters in 
1,200 cities and towns. The anti- 
freeze campaign will also be 
pushed via TV spots in 29 market 
areas and radio spots in 42 market 
areas. Batten, Barton, Durstine & 


| Osborn is the agency. 


Promotes W. T. Gove to S. M. 


W. T. Gove has been promoted 
to sales manager for the multiple- 
dwelling market by Minneapolis- 
Honeywell Regulator Co. He will 
direct expanding sales of automatic 
control equipment for apartment 
buildings, public housing develop- 
ments and other multiple dwelling 
units. Mr. Gove handled multiple- 
dwelling sales for the company in 
Boston before his present promo- 
tion. 


Open Miami PR Organization 

M. C. Billig and Gerald Schwartz 
have opened a public relations of- 
fice in the Lincoln Rd. Bldg., Mi- 
ami. 


dealer desires. Refund coupons are | 50% of all machines bought in this 
attached to the various display| country, Necchi plans a heavy 
pieces.” point of sale promotion, using win- 
The eight other brand name/|4ow and special counter displays, 
products will appear in full color | Posters and streamers. 
in point of sale displays. Doyle Dane Bernbach Inc. is the 
Four-color pages are scheduled | 48ency. 
for Ebony, Life and the Sunday | 
magazines. All other magazines FTC Clears General 
will carry two-thirds of a page in 
se Foods of Illegal 
Television commercials on Cana- 
da Dry’s “Super Circus” (ABC, IC] 
Sundays) will also be used. Cana- Pricing Charges 
da Dry ends its “Super Circus’| WaAsHIncTon, Aug. 27—-A Fed- 
sponsorship on Oct. 5. (At the end | eral Trade Commission hearing ex- 
of November it will sponsor “Terry | aminer today ruled that the com- 
and the Pirates” on a local spot| mission staff has failed to support 
| basis in perhaps 50 markets.) 
The current promotion is a re- 
vision of Canada Dry’s “Open 
House” drive of last fall. “That 
was so successful we decided to do 
| it again, but with a new angle,” 
said Mr. Brown. 
Handling advertising for Canada 
Dry is J. M. Mathes Inc. 
DR. THOMAS J. MULVEY 
PHILADELPHIA, Aug. 
Thomas J. Mulvey, 82, a pioneer 
}in advertising, former newspaper 
}man and first dean of the Charles 
Morris Price School of Advertis- 
ing and Journalism here from 1925 
to 1934, died Aug. 26. 
He was with the old Philadelphia 
North American before serving as 
advertising manager of Perry’s, 
clothing manufacturer, and adver- 
tising director of B. F. Dewees 
Inc., women’s apparel producer. 
Later he founded the former Mul- 
vey Institute. 


| 
29—Dr. 


| charges that General Foods Corp. 
,engaged in illegal price discrim- 
inations in the sale of Certo and 
Sure-Jell. 

William L. Peck, the hearing ex- 
aminer, said in an initial decision 
that he had found no substantial 
injury or threat to competition as 
a result of the company’s sales 
policy for the product. 

His decision becomes final un- 
less reversed by the commissioners. 

Only last week, the FTC started 
another case against General 
Foods. The new case charges that 
the firm discriminated in the sale 
of bulk institutional packages. 


CHARLES D. WILLCOX 
Cuicaco, Aug. 29—Charles D 
Willcox, 82, retired president of 
Goodheart-Willcox Publishing Co., 
textbook publisher, died yesterday 
at his home. Dr. Willcox, a physi- 
cian, founded the publishing con- 
cern in 1921. 
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Leather Spokesmen and Their 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


Agency Take Time Out 


to Tan the Hides of The Creative Man and of AA 


Ernest Heming- 
them “smart 


Editor: 
called 


To the 
way once 
boys.” 

| refer to your column, the “Cre- 
ative Man’s Corner” of Aug. 11, 
1952, in which is reproduced an 
advertisement on genuine leather 
upholstery, commented on with 
brilliant but blissful ignorance by 
what is obviously one of the “smart 
boys.” 

Hemingway's “smart boy” was 
a chap who had quick answers for 
everything. He was never stumped. 
Just mention a subject, any sub- 
ject——God, Einstein, bullfighting, 
women, synthetics, leather—he 
knew all the answers. ..swift like 
a bunny...didn’t have to think... 


—<_ 
LsS 
COLOR LITHOGRAPHY 


Cotorfut and interesting, this 
mailing piece and store display 
illustrate how a leading adver- 


tiser uses L & § COLOR 
LITHOGRAPHY to increase 
sales. 


We're ready to do the job 
for you, too! Send for our sales 
representative! 


Lurz & Suewkman 


Color Lithegraphers since 1896 
421 Hudson Street, New York 14, N.Y. 
Watkins 4-2000 
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didn’t have to dig out facts. . .right 
off the top of his noggin.. .there 
it was. 

He knows all about nylon, silk, 
catgut and apparently regards 
himself as an authority on the so- 
called battle between the synthetic 
world of man-made materials and 
| the natural materials such as wool, 
|cotton, leather, wood, silk, etc. 


First, let it be observed that all | 


materials on this earth come from 
nature. God made them. Man 
processed them. Nylon comes from 
coal and air. Rayon comes from 
the pulp of trees. Wool, leather and 
wood have to be processed by man 
before they are ready for some 
end-use, 

You don’t kill a cow and sew 
it up into a pair of shoes. 

The battle of raw materials is 
an ancient one. It is a more com- 
plex one because there are many 
more raw materials these days, all 
fighting for markets 

Many strange things have been 
happening in recent years. Perhaps 
“smart boy,” knowing all the 
answers to everything, can answer 
a few basic questions, the knowl- 
edge of which might have given 
his article a bit of depth: Why has 
cotton made such a terrific come- 
back against the synthetics, in- 
cluding nylon, during the past 
| three years? Washability is part of 
the answer. The synthetics are 
having a hell of a time with this 
problem. Why is wool being used 
in blend with nylon, dacron, rayon, 
|}in every conceivable kind of fab- 
lric? To impart wool’s natural and 
| seemingly uncopyable properties to 
the synthetics. There are other rea- 
sons. Would “smart boy” like to 
tell us? 
| Would he like to explain the re- 
l eanae of silk in men’s clothing 
this past summer? 

By the way, what is steel? Is 
it man-made or synthetic? Did 
“smart boy” hear that they were 
still using steel in autos, refriger- 
ators, ships and everything? 

Actually, it is no longer a ques- 
tion of synthetic, man-made or 
au naturel. It is a question of 
what will serve the people best. 

Right now Americans are revolt- 
ing against shoddy, cheap goods. 
|There is a trading-up movement 
| going on all over the country. Bet- 
ter things are sharply in demand 
Cotton, silk and leather are shar- 
ing in the demand for quality. 
Some of the man-mades belong in 


this category and are getting a 
play, too 
We like “smart boy’s” writing 


style. He is quite bright and enter- 
taining. How much more interest- 
ing he would be if he knew what 
he was talking about. 
Yours for keeping facts and per- 
spective straight, 
WALTER Kraus, 
Director of Information, 
Leather Industries of Ameri- 
ca, New York. 


To the Editor: We feel that your 
“Creative Man's Corner,”...be- 
cause it is destructive and ridicules 
fine creative craftsmanship in ad- 
vertising, has entitled you to criti- 
cism by the honest practitioner in 
the advertising business. 

Let us point out to your “Crea- 
tive Man” (who writes like a wom- 
an—illogically) that the advertise- 
ment selling genuine leather, 
not imitation leather. Your “Cre- 
ative Man” seems to imply that 
an advertisement should not tell 
the prospect of the benefits derived 
from the advertiser’s product. 

We have no quarrel with your 


is 


diamorfds and pearls, 
flowers, wood pulp writing paper, 
plated silverware, or dolls instead 
of babies. If she prefers Koroseal 
instead of genuine leather it is her 
privilege to use it... 

The net of your spoofing and 
destructive criticism is a challenge 
to “truth in advertising,” which 
those of us in this business who 
have a conscience and pride in 


craftsmanship are striving to 
maintain. 
We feel that your “Creative 


Man’s Corner” in the Aug. 11 is- 
sue performs a disservice to the 
leather industry as a whole, to the 
individual group that is advertis- 
ng “genuine upholstery leather,” 
and to the advertising business it- 
self. In fact, we can’t see how any- 
one has benefited by your publish- 
ing of such fatuous spoofing of xu 
dignified advertisement produced 
by some of the best advertising 
craftsmen in our business. 

We can’t see how the prestige 
and influence of “ADVERTISING 
Ace” can be benefited or increased 
by such illogical and superficial 
writing. } 

In fact, if we were at your desk | 
we would read this article over 
again very carefully and then 
phrase a very carefully worded 


press every impulse to pride of 
possession, individuality and lux- 
ury? Nonsense. Let us have luxury. 
Let us learn to want it and to cre- 
ate the tastes and appetites and the 
habits of thinking which differ- 


jentiate us from a totalitarianized 
artificial | 


state. Distinction, prestige, and 
even luxury can be and are the 
marks of a rich individual life. 
Advertising has a key role to 
play in the trading up period now 


unfolding before American busi-| 
ness. It is a role with which ad-| 


vertising is familiar because it 


has been of the essence in the ex-| 


traordinary job advertising has 
done during the twentieth century 
in helping to fashion the American 
scene... 

The important and vital criteria 
in presenting all merchandise to 
consumers must derive from genu- 
ine values and from the sound 
motivations and appeals which ad- 
vertising finds inherent in the 
American scene and amplifies for 
the American consumer. Those 
criteria not only admit quality, 
distinction, or luxury; they require 
those appeals as inherent in the 
fabric of our lives. 

An apology to the Tanners’ 
Council or to the Upholstery Leath- 
er Group of the council would be 
pointless. I believe it is American 
business, the American consumer 
and the advertising profession to 
whom an apology is due. 

IRVING R. GLAss, 

Executive Vice-President, 

Tanners’ Council of America, | 

New York. 


apology to both the Tanners’ Coun- 
cil of America, and to the Uphol-| 
stery Leather Group in that coun- | 
cil. 
J. SHERWOOD SMITH, 
Chairman of the Board, Cal- 
kins & Holden, Carlock, Mc- 
Clinton & Smith, New York. | 


| 


To the Editor: ... We cannot al- 
low ourselves the luxury of either 
wry amusement or righteous in- 
dignation at this column. Its im- 
plications are too serious to all 
producers and distributors of con-| 
sumer goods, to advertising gener- 
ally, and to the advertising pro- 
fession. 

It would be all too easy to poke 
holes in the disjointed and incon- | 
sistent views expressed in the col-| 
umn. The inaccuracy reflects more | 
than bad taste; it is a 


flagrant | 
abuse of editorial privilege. How 
completely gratuitous, for example, 
is the reference to a composition | 
soling material or a plastic sheet- | 
ing material sometimes used for} 
upholstery. Does the Creative Man 
know that 88% of all shoe retail- 
ers insist on leather for their own 
shoes”... 

Inaccuracy and bad taste are not 
the issue in this context, just as 
leather and the facts about leath- 
er are also incidental. What is im-| 
portant is a clear-cut avowal by | 
advertising of its responsibility to 
the economy and to American life 
as we know it. 

I believe it is the prime func- 
tion of advertising to help keep an 
economy moving, to educate the 
consumer market, to build the 
mass conceptions which will en- 
large our individual lives, to in- 
crease the area of aesthetic satis- 
faction as well as sheer utility, and 
to give more scope to the adven- 
ture of living. Consumer goods in- 
dustries and advertising are faced 
by problems today which require 
clear thinking and integrity. 

All distribution and the pipe- 
lines of supply behind distributors 
must recognize today the necessity, 
the imminence of a great change 
in merchandising. We are on the 
threshhold of a trading up peri- 
ee 

In this country luxury is the 
prerogative of the people. Do we 
use stripped down cars without 
a vestige of luxury and distinction? 
do we wear bast shoes like the 
| peasants of eastern Europe? do we 


lady who may prefer imitation | deride fashion and style and sup- 


. * ° 
Headache Fixers 

To the Editor: Here’s another 

of those coincidences in which two 
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boundless promotion possibilities 
and retail salesmen have a feature 
they will love to demonstrate. 

Incidentally, we believe the 
Westinghouse clothes dryer does 
dry clothes perfectly. This belief 
is supported by the fact that, even 
prior to the singing signal, more 
women bought Westinghouse 
clothes dryers than any other on 
the market. 

CHARLES N. PRESNAIL, 

Manager, Major Appliance 

Advertising and Sales Train- 

ing, Westinghouse Electric 

Corp., Mansfield, O. 
} © 
To the Editor: It seems to me, 
| Westinghouse’s unique idea of 
| singing out the close of a drying 
cycle is a worthy innovation and a 
definite aid to sales. 
| It is agreed that sometimes gad- 
| getry is overdone in an attempt 
| to build up product appeals. But 
| good gadgetry is to selling what 
frosting is to cake—an important 
part of the product. 

Specifically, in the case of West- 


separaie creative minds came up 
simultaneously with the same idea. | 
But this time, an employe of! 
Mitchell, McCandless & Klaus | 
(which sells transportation adver- 
tising in Cleveland) indulged his| 
sense of humor and posted the two! 


a 
—_ 
ecards side by side, to the great 
enhancement of each! | 

We, at Lang, Fisher and Stas- 
hower, handling public relations! 
for the Cleveland Transit System, | 
want to publicly express an ap- 
preciation to Bromo-Seltzer for 
the big extra sock they gave our 
current CTS car card. 

MakTIN J. Conn, 
Vice-President, Lang, Fisher & 
Stashower, Cleveland. 


e e 

The Singing Clothes Dryer 

To the Editor: Your lead editori- 
al, “Another Example of Gadgetry” 
(AA, Aug. 11), seems to be based 
on the erroneous impression that | 
the singing signal of the Westing-| 
house clothes dryer is simply a 
gadget. It is much more than that, 
performing a very useful service. 

When the Westinghouse clothes 
dryer shuts itself off, the clothes} 
in it are perfectly dry, ready to be | 
folded and put away, or they are | 
just the right dampness for iron- | 
ing, depending on how the house- 
wife has set the automatic Dry- 
dial. In either case a signal that | 
will tell the housewife that the! 
clothes are ready is a decided con- 
venience. If they are allowed to 
remain in the clothes dryer, the} 
completely dried clothes may 
wrinkle or the clothes set for iron- 


ing dampness may dry out too 
much. 
The convenient signal could 


have been a bell, a buzzer or per- 
haps a whistle. Any one of these 
would have provided the conveni- 
ence. With the “How Dry I Am” 
signal the housewife has a melodi- 
ous signal, Westinghouse has a 
convenience feature that has 


7 ~ |’ 
[naw Ona: 
Good program ideas and top talent 
deserve RCA Victor transcription 
quality and service. Your material — 
spot announcements to full-length 
shows—should get the benefit of 


RCA’s technical experience and 
research. 


Your order, LARGE OF SMALL, is 
recorded, processed and pressed in 
the country’s best-equipped studios 
and plants . . . receives world-famous 
RCA Victor engineering. Complete 
transcribed radio production and 
script-writing facilities are available. 
Contactan RCA Victor Custom Record 
office today: 


630 Fifth Avenue 
Dept. G-90, NEW YORK 20 
JUdson 2-5011 


445 North Lake Shore Drive 
Dept. G-90, CHICAGO 11 
WHitehall 4-3215 
1016 North Sycamore Avenue 
Dept. G-90, HOLLYWOOD 38 
Hlllside 5171 
Write now for our fact-filled 
Custom Record Brochure! 


custom 
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inghouse, it would appear not only 
logical, but desirable, that the 
housewife should prefer to be 
alerted to the close of a drying 
cycle by a pleasant musical ditty 
rather than by the staccato noise 
of a buzzer, or a bell. 

Hence, it is a “user benefit” and 
should be treated as such. | 

F. J. MITcHeEt, 

Mitchell & Knepper, Erie, Pa. 

+ e . 
Beer Sweepstakes 

To the Editor: I should like to 
correct a slight error in the Schlitz | 
story appearing in Aug. 11 ApvErR- 
TISING AGE. 

The story in question says, “Un- 
der Y&R, which had the account 
five years, Schlitz had taken the 
lead in the beer market.” 

Without wishing to detract from 
the accomplishments of Y&R, may 
I point to the actual statistics. 
They show that Schlitz achieved 
leadership within the seven years 
(1941-1947 inclusive) when Gordon 
Best Co. (formerly McJunkin Ad- 
vertising Co.) served the Schlitz 
organization. 

We started serving Schlitz early 
in 1941. At that time Schlitz held 
third position in the industry. 
Sales of the three leaders for the 
preceding year, 1940, were: An- 
heuser-Busch, 2,468,000 barrels; 
Pabst, 1,730,000 barrels; Schlitz, 
1,570,000 barrels. 

Our last year of service to Schlitz 
was 1947. In that year, the leading 
brewers ranked as follows: 

Jos. Schlitz Brewing Co...3,991,000 
barrels 
<cail 3,732,000 
barrels 


Pabst Brewing Co. 
P. Ballantine & Sons 


Anheuser-Busch, Inc. ...... 3,609,000 

ae barrels 

; Gorpon BEst, 
President, Gordon Best Co., 


Chicago. 


* - 
Radio Rate Cutting 
Article Wins Plaudit 
To the Editor: I have just read | 
your article entitled, “Radio Rate 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on i 


Inc., 431 S 


Dearborn St 
Now in our 23rd _ succe 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


t } 
REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 


Cutting Doesn't Make Sense” 
(AA, Aug. 11). While this was 
not on the editorial page, it had 
an editorial flavor. The article 
makes good sense and I want to 
commend you on running it. I only 
hope that you will keep after this 
week in and week out just as we 
encourage advertisers to keep sell- 
ing their ideas and their products 
regularly. 

Most of us in this business have 
found from experience that it is 
much easier to sell on the rate-card 
than it is to make deals. Selling by 
rate-card is a pleasant and happy 
experience. Selling by not sticking 
to a rate-card must be a very odd 
and embarrassing kind of selling. 
I feel hopeful that the broadcasters 
will discover the error of their 
ways and I’m also hopeful that the 
buyer of advertising will prefer to 
do business with those media that 
stick to rate-cards. 


Thanks again for a fine article! 


on this subject. Keep it up. 
Epcar Kosak, 
Advertising Consultant; Presi- 
dent, Advertising Research 
Foundation, New York. 
© . 


Only Ameche Is Missing 


any publication. 

These facts are correct only in 
connection with the national AFL” 
publications of the parent body it- 
self. They are not correct when 
applied to publications issued by 
AFL affiliated unions, most of 
which accept advertising, or to 
publications issued by or for re- 
gional AFL central bodies or 
unions—the so-called local labor 
press. 

The International Labor Press 
of America, of which I am -secre- 
tary-treasurer, is made up of sev- 
eral hundred newspapers and mag- 
azines of AFL affiliates. Many of 
them have been published for over 
50 years, and have been carrying 
legitimate local and national ad- 
vertising. 

The Trade Union Courier, con- 
cerning which the National Better 
Business Bureau circulated a bul- 
letin, is not and never has been a 
member of the International Labor 
Press of America. Our organiza- 
tion brought the unethical prac- 
tices of the Trade Union Courier 


|to the attention of national AFL 


officials, and the Federal Trade 
Commission. 

There are several hundred legit- 
imate AFL national and local pub- 


To the Editor: How’s this for) lications, which regularly carry 


position! 
In the Aug. 4 issue of Quick 


(facing pages), Bell Telephone ad 
on the right page, editorial photo 
on left page! 

Looks like a pleasant phone call 
for Bell! 

Jupp WILSON, 
Rapid Copy Service, Chicago. 
6 o 


Explains AFL Ad Policies 

To the Editor: An erroneous im- 
pression is inadvertently presented 
in a report credited to the National 
Better Business Bureau, which 
states the American Federation of 
Labor does not accept paid adver- 
tising in any of its publications 


|and that no one is authorized t 


solicit in the name of the AFL, fo 


national and local advertising. 
They perform a needed service in 
presenting news of labor matters 


|for home consumption by union 


members. Many advertisers find 
the labor press a desirable and 


profitable medium for reaching’ 


well-paid union wage-earners. 
We trust you will publish the in- 
formation contained herein, so 
that no confusion will exist con- 
cerning legitimate publications is- 
sued by AFL affiliated unions and 
central bodies and the advertising 
space available in their columns. 
Lewis M. HERRMANN, 
Secretary-Treasurer, Interna- 
tional Labor Press of America, 
3 Newark, N. J. 


A Newspaper Adman Replies 

To the Editor: A Mr. Scott 
Henderson—in the July 28 edition 
of AA—stated his case for the local 
advertising agencies’ handling of 
newspaper accounts and receiving 
15% on local business. 


Before I go any further, let me} 


state emphatically that I have all 
the respect in the world for the job 
a local agency can do for an ac- 
count in direct mail, television 
and radio. I have seen such work 
and know it’s good. 

To return to Mr. Henderson's 
letter—he stated wearily that he 
had heard all the arguments for not 
giving the agency 15% on local 
business and “they make no sense 
whatsoever.” 

He went on to say arbitrarily 
that few newspapers could furnish 
counsel to all their clients and 
argued that the local advertising 
agency should be allowed to “move 


59 


in.” 
Brilliantly carrying on _ this 
chock-full-of-sense argument, Mr 
Henderson explained that the 15% 
could be pro-rated among other 
things to include “insurance against 
competitive media.” 

The brilliance dims somewhat 
because further down in his letter 
Mr. Henderson stated no “honest” 
agency could recommend one me- 
dium alone for the average client. 
What happened to that insurance 
against competitive media, Mr. 
Henderson? 

One of the advantages, accarding 
to Mr. Henderson, of giving 15% 
to the local agency was that “agen- 
cies would enlarge their staffs— 
make more jobs.” And another, 
again according to Mr. Henderson, 
lis that agencies could take a 
“heavy overhead load from the 
present sprawling newspaper com- 
mercial staff.” The two are closely 
linked, aren’t they, Mr. Hender- 
son? 

But tell us, Mr. Henderson (and 
by “us” I mean newspaper adver- 
tising salesmen) why a medium 
should cut down on its salesmen 
in order to hand over their salaries 
in the form of commissions to peo- 
ple who will not, as you stated, 
recommend that medium (in this 
case, the newspaper) to the ad- 
vertiser for 100 cents of his adver- 
tising dollar. 


Maurice D. WALSH JR., é 
Modesto, Cal. 


At home, on Monday nights, he 
gives AA a thorough going over 


Whether you are a willing-to-learn young man, or a 
willing-to-learn veteran, you'll find it profitable to be- 
come an AA addict. So says Walter Swertfager, a vet- 


eran who surely knows whereof he speaks. Says Mr 


Swertfager: 


. 


"Mondays, A.M. and P.M., I'm an Advertising 
Age addict. Have been for years. 

"In the office on crowded Monday mornings, 
it is a 'first' with me for quick, fresh, 
factual spot news and developments. 


"But at home, Monday 


nights, my personal 


copy really gets a thorough going over... 
page by page...including the advertise- 
ments. Never has Advertising Age failed 

to reward me generously, in ideas, stimula- 


tion and knowledge, 
I devote to it. 


"In addition, I also pass along A.A. to one of my twin sons who 
has set his heart on knowing and serving the advertising 
industry (when he's through serving his college and his country 
not too long hence) as an important factor in his pre-education 


to advertising. 


"I don't know of a better way of keeping a willing-to-learn 
young man (or willing-to-keep-learning veteran) informed". 
A busy agency office is no place to attempt to give Advertising Age a “thorough 

going over.” Why don’t you do what Mr. Swertfager does, and have a personal 

subscription sent to your home? A whole year of AA will cost you only $3, plus, 

FREE, a copy of “Advertising Agency Functions and Compensations,” Mail the 


coupon below—N-O-W. 


for the Monday nights 


Walter M. Swertfager 
Vice-President 
Member of Board of Directors 
Member of Plans Board 


Lennen & Mitchell, Inc. 
New York, N. Y. 


Advertising Age 


Dept. S-1, 200 E. Illinois St., Chicago 11, II. 


Please enter my :-year subscription to Advertising Age and 
mail it to my home address. I am to receive FREE a copy 
of “Advertising Agency Functions and Compensations”. 


My Name. 

Street 

ee 

City. Zone State 
O My check for $3 is enclosed. © Bill me later. 
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PAT Taa W MERCHANDISING SCHEDULE 


Ar ou taking advantage of the 17-day “POST Recognized Values’ promotion 
adh aaa ead 8 starts Sept. 11 in all Rexall-owned retail drug 


Post’s hard-hitting merchandising chains— Liggett, Owl, Lane and Renfro. 


program? It’s the most complete 1000 electrical distributors receive semimonthly 
POST Key Line Club News. 


WEEK OF SEPTEMBER 15 


POST Item Promotion Service goes to 500 lead- 
WEEK OF SEPTEMBER 1 ing men’s wear stores. 


3rd POST Family Shopping promotion starts 
Sept. 17. Leading supermarkets and food stores 
—both independents and chains— will participate 
by featuring POST-advertised products and 
colorful POST display material. 


75 personal calls on leading retailers are made 
each week by POST Retail Field Force. 


Weekly POST Item Promotion Service mailed to 
all leading department stores. 


offered by any magazine! 


1000 “POST Recognized Values‘ promotion kits 
mailed to independent druggists in Colorado, 
Arizona, Montana and Idaho . . . to proprietary 
stores in Pennsylvania . . . and to many druggists 
who have requested kits for repeat promotions. 


Weekly POST Item Promotion Service sent to 
all leading department stores. 


POST Retail Field Force makes total of 75 per- 

sonal calls on leading retailers each week. 

O00 tenia cosets weer Uhiees kt etm All automotive manufacturers and their agencies 
; . receive success story on nationwide POST pro- 

monthly POST Item Promotion Service. motion for B. F. Goodrich involving 450 top tire 

Leading furniture and department stores start dealers and 750 Goodrich stores. 

Home Fashion Time promotion using special 


POST display kits. WEEK OF SEPTEMBER 22 

All leading department stores receive weekly 

WEEK OF SEPTEMBER 8 POST Item Promotion Service. 

9000 automotive jobbers, manufacturers, their POST Hardware News received by 500 hardware 
agencies and salesmen receive POST Key Line wholesalers. 
Directory and POST Selling Slants. 9000 automotive jobbers, manufacturers, their 
500 hardware wholesalers get semimonthly agencies and salesmen get POST Key Line 
POST Hardware News. Directory and POST Selling Slants. 
Weekly POST Item Promotion Service mailed POST Retail Field Force makes total of 75 per- 
to all leading department stores. sonal calls on leading retailers every week. 
POST Retail Field Force makes total of 75 per- 1000 electrical distributors get semimonthly 
sonal calls on leading retailers each week. POST Key Line Club News. 


H'll make a September retailers will remember! 
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